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_ THE FLEET STREET PLAYERS 


WILL PRESENT 


a MONDAY < 
next GG 


A PLAY BY PHILIP KING 


AT THE FORTUNE THEATRE 
WED. OCT. 3I—THURS. NOV. | 
Tickets 10/6, 7/6, 5/- 


BOX OFFICE: 
Miss D. Hewlett (Carl E. Bedford) 
Ludgate House, Fleet Street, E.C.4 
Telephone : CENtral 2412 
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TO THE 


LETTERS 


EDITOR 


Mystified By 
Ad. Slogans 


Sir,—There are two advertise- 
ments on London Transport on 
which I would like the advice of 
some of your more experienced 
readers. 

The first, on the Underground, 
reads: Pool to-day you can be 

ut Shell to-morrow sure of Shell. 
| This rather muddled piece of 
‘pouoking would appear in, the first 

alf, to promise one of the more 
Unusual benefits of 
Beience. Its second half, whilst 
one less lucid, is certainly em- 
hatic. However, the message 
joes appear to be a little lost. 
_ The second, to be found on 
the buses, reads: Sing and say 
Annie Laurie Scotch Marmalade 
and Jams. 
' Not being very musically 
inded | am unable immediately 
see quite how one could sing 
this. It is possible that it could 
vi made into a rousing chant, but 
y 


moderao 


f course it would be somewhat 
onotonous after having repeated 
‘the first line two or three times. 
) Presumably some deep and 
sonscientious thought has gone 
to the preparation of these two 
dvertisements and, therefore, 
my failure to appreciate thcir 
— is no criterion of their 
walue. Nevertheless, if somebody 
Ywould be good enough to en- 
“lighten me, I would be very much 
obliged. 
A. T. SLATER, 
Advertising Manager. 
Armstrong Cork Company Ltd. 


Other Sources For 
Mailing Lists 
Sir,—1 do not suppose that Mr. 
McArthur (October 4) intended 
that his article should be ex- 
haustive, but there are certain 
sources of mailing lists which 
could be included in any direct 


mailing campaign which is 
directed towards the higher 
income groups. 

20,000 names and addresses at 
least can be found in Burke's 
Peerage and at least a similar 
number in Burke's Landed 
Gentry. Owing to the fact that 
the families dealt with in these 
two books are covered as exten- 
sively aS possible with what are 
known as cadets or collateral 
members of the families con- 
cerned, many of the names are 
not duplicated in other reference 
books. For instance Who's Who 
gives, I think, some 33,000 names 
and addresses, but only a small 
proportion of these duplicate 
with the names and addresses 
given in Burke, and a proportion 
of the celebrities listed in Who's 
Who would not come within the 
range of higher income groups 
or stand among the owners of 
landed property. 

L. G. PINE, 


Managing Editor, 
Burke's Peerage Ltd. 


Scholarships: A 
Good Start 

Sik,—I-am surprised that your 
editorial of October 4 headed 
“Scholarships Scheme Needed” 
makes no refer2nce to the Hulton 
Scholarship scheme administered 
by the Advertising Creative 
Circle. This scheme, limited as it 
must be, is doing exactly the sori 
of job envisaged by Mr. Thiele. 

Your readers will recall that 
Edward Hulton generously pro- 
vided the sum of £5,000 to be 
spent by the Advertising Creative 
Circle to encourage the creative 
element in advertising. 

The scheme enables four artists 
and fourcopywritersselected from 
the art schools and universities by 
means of a competitive examina- 
tion to spend one or more years 
as trainees in advertising agencies. 
In fact, the first year’s students 
have already been selected; names 
were announced at the recent con- 
vention. 

Admittedly, the scheme is 
modest, but it is a start and it is 
working; and your invaluable 


paper has devoted quite a bit of 

space to it on various occasions. 

S. W. BUNTING, 

Press Officer, 

Advertising Creative Circle. 

(We are, of course, aware of 

the scheme referred to by Mr. 

Bunting, and agree that it is a 

good start on the right lines. But 

it is evident that something on a 

much larger scale is needed.— 
Editor.) 


Ultra Violet Ray 


Illumination 

Sir,—York Station is not—as 
reported last week—the first in 
railway history to display posters 
with ultra-violet ray illumination. 

A copy of the Doris Zinkeisen 
48-sheet poster, painted with 
fluorescent pigments by Mr. 
Newark of Shaw Signs, was dis- 
played in Paddington Station in 
1950. It remained for many 
months until replaced by the 
present activated design, also 
copied by Mr. Newark. 

In July 1950, the Yardley dis- 
play on the Rectory Site at st 
James's Church, Piccadilly, was 
presented in fluorescent colour. 
This, I believe, was the first 
occasion on which an outdoor 
display was so treated. 


W. C. THIELE 
Advertising Manager, 
Yardley & Co., Ltd. 


Selling The Idea 
Behind The Goods 


Sirn,—E. C. Mackenzie, of 
Crawford’s, in an address at 
Oxford said: “If you can say a 
piece of copy is good then it 
probably is not, for copy should 
be self-effacing and only draw 
attention to the goods it adver- 
tises.” 

This seems to need some quali- 
fication. To take a concrete 
example, the late Haslam Mills 
was generally accepted as a 
master of his craft, but never let 
it be said that his copy was self- 
effacing. And neither did he con- 
centrate on drawing attention to 
the goods—he sold idea 
behind them; not so much 


& ACME 
SHOWCARD & SIGN CO. LTD. 
Paragon Works, Enfield, Middx. 


ACME Tel : Heword 165! 


Buoyant Chairs, but the comfort 
of a fine chair. 1 have never 
heard it suggested that his work 
was merely an artistic success, 
and its effectiveness is surely 
borne out by the fact that after 
all these years some copywriter is 
very capably emulating Haslam 
Mills’ style in the advertising of 
Buoyant Chairs. 

I know what Mr. Mackenzie is 
driving at—that copy should not 
be written merely for effect, but 
to take his advice literally is io 
put advertising back into the rut 
from which Mills and his school 


removed it. 
A. BYRNES, 
Advertising Manager, 
Hugon & Co., Ltd. 
Manchester 11. 


Billposting In 
The North 

Sm,—I recently completed an 
extensive poster inspection tour 
of Scotland and the north-east of 
England, and was frequently 
twitted by northern billposters on 
the poor standard of maintenance 
of London poster sites. The bill- 
posters had passed through 
London on their way to the Con- 
ference (at Brighton), and in some 
cases had attended the Festival o1 
Britain Exhibition, and were, ot 
course, at all times “poster con- 


scious.” 
I natural! defended our 
London friends, and said that the 


visitors had been unlucky, and 
had perhaps unwittingly stumbled 
on a few black spots. 

Since my return, however, 1 
have been surprised at the marked 
deterioration of London main- 
tenance standards. 

It would do some London bill- 
posters good to pay a visit to 
Glasgow, Edinburgh and New- 
castle and see how hoardings 
and gables are maintained and 
contracts serviced. 

E. V. EASTICK. 
55 Prince Street, 
London, S.E.8. 
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up over many years, distinguishes HOME NOTES as an advertising medium. 
The over 300,000 women who buy, and the many thousands more who 
read HOME NOTES have implicit trust in both editorial and advertising. 
Advertisers therefore receive not only a large circulation at a low cost (£120 a 
page) but the extra advantage of a long standing goodwill -STRONGER TODAY 
THAN EVER BEFORE. Make certain of your 1952 reservations in this great 


family weekly by booking WELL IN ADVANCE. 


sae Ai tia Re ke is Hie 


Mander, Advertisement Director, George Newnes Ltd., Tower House, Southampton Street, London, W.C.2. . Temple Bar 4363 (40 lines) 
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“PICTORIAL 


y TuBEE BON 


WOMAN’S PICTORIAL gives double impact to 


your advertising. It is at once a prestige builder 
and a day-to-day selling medium. It is 
tasteful in appeal—yet practical in approach. 
Space buyers know that WOMAN’S PICTORIAL 
achieves this dual purpose more successfully than 
any other medium .. . that it attracts the woman 
who knows what’s good—and sells it to her! 


se! WOMANS PICTORIAL 


“ON MONDAY NEXT” 


FORTUNE THEATRE AN A.P. PUBLICATION 
Oct. 3st. and Nov. Ist. 
IN AID OF N.ABS. PAGE RATE £120 - 4:d WEEKLY 


A.W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD., THE FLEETWAY !1OUSE, FARRINGDON ST., LONDON, E.C.4 
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Branded Goods: Advertising Is Key To 


Continuity of Sales 


MARKET TIPS FOR SCOTTISH LS.B.A. 

If knowledge of advertising is lacking in top management no 
sales campaign for branded goods can be properly integrated. 
This point was emphasised by Clifford J. Harrison, marketing 
director of Horlicks Ltd., addressing the Scottish section of the 


Incorporated Society of British 
Advertisers in Glasgow. 

“A management's responsibility 
for its branded goods never ends,” 
he said. “It is good business for 
a manufacturer of a large-volume, 
well-advertised branded product 
to assume responsibility for it at 
all stages, right from the moment 
the idea is born that a certain 
product will be profitable to mar- 
ket, throughout its development, 
manufacture and packaging and 
then, and most particularly, dur- 
ing each of the many stages of 
marketing: in fact, until the pro- 
duct is purchased by the con- 
sumer. After the first sale it is still 
the manufacturers’ responsibility 
to ensure that the first impulse to 
buy is repeated often enough. 

Quality Guarantee 

“By branding, a manufacturer 
sets a certain standard of quality 
for particular goods which he 
believes will satisfy a section of 
the public. By advertising, he 
creates consumer desire to possess 
and enjoy the benefits so publi- 
cised.”” - 

In a comprehensive exposition 
of modern merchandising tech- 
niques, Mr. Harrison dealt with 
market research, package design, 
advertising and selling, which had 
to be employed in successful mar- 
keting of the branded product. 

In his opinion, jt was absolutely 
essential that within top man- 
agement responsible for the sale 
of advertised branded goods there 
should be a very real knowledge 
of the function and functioning 
of advertising for, without such 
knowledge, the use of this power- 
ful aid could not be properly in- 
tegrated within the sales cam- 
paign. 

An advertising campaign was a 
mosaic in which all the various 
component parts must fit together. 


~ 21,000 Entries 
Pulled By 
Radio Show 


Over 21,000 entries were re- 
ceived for last week’s Silvikrin 
competition on Radio Luxem- 
bourg. 

The programme, “Movie Maga- 
zine,” is being mentioned in a 
Radio Luxembourg filmlet now 
being shown at A.B.C. cinemas. 

This programme, sponsored by 
Silvikrin, started last month as 
a nightly quarter of an hour show. 
Every Wednesday evening the 
programme includes a competi- 
tion in which listeners have to 
name the participants in a scene 
from a film sound track, 

Three thousand entries were 
received from the first pro- 
gramme. Two weeks ago the 
figure had risen to 13,170. 

Five pounds is the first prize, 
and there are five consolation 
prizes of £1 and also 100 tubes 
of Silvikrin as prizes. Agents are 
London Press Exchange Ltd. 


‘Be Decent’ Appeal | 
To Printers | 


Commenting on print industry 
difficulties, Stanley Gilman, assist- 
ant secretary, Amalgamated Society 
ot Lithographic Printers, told the 
annual convention of the trade's 
Joint Industrial Council at Bristol 
this (Thursday) morning: 

“We are so inhibited by mutual 
distrust that one is tempted to think 
the most charitable thing we can 
say of ourselves is that our con- 
flicts arise mostly from misunder- 
Standing. cleavage springs 
from the fact that to management 
wages are a cost, but they are in- 
come to the wage earner. Since 
we cannot entirely remove this con- 
flict and retain our liberties, it is 
much better that we should be decent 
about it and adjust our attitudes 
accordingly.” 


Motorists See 
Slogan—On Tow 


Described as the world’s largest 
solid double-sided aerial ban- 
ner, 68 ft. x 7 ft., this slogan is 
being towed over London dur- 


ing the international motor 
show at Earls Court. 

The message—‘Demand Bonder- 
ized Cars’—boosts a Pyrene 
metal finishing process to com- 
bat rust and corrosion. 

Design of the banner reverses 
former practice. Black lettering 
is used on a white background 
for greater visibility, 

The banner is towed by a Miles 
“Gemini” twin-engine aircraft, 
piloted by Hugh Kennedy, ‘ex- 
test pilot. 


BLANKETS 


with a circulation of 


Effective appeal to the important mass market of 
local government officers can be made throu 
L.G.S., circulation 231,500. And because it is | 
the only journal to reach all grades of Local | Ltd., 12 Stanhope Row, W.1. Grosvenor 3879 

% NOTE—CIRCULATION, NOT READERSHIP 


‘Local Government Service’ 
OFFICIAL PUBLICATION OF NALGO 


municipal purchasing 


231,500* 


Government Purchasers, it is a valuable choice 
gh | for building, engineering, and office suppliers 
accounts. Details: Reginald Harris Publications, 
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ADVERTISER’S WEEKLY 


DISPLAY OF 


ODD SP@T 


How colour-schemes can 
affect air travellers was des-* 
cribed by Sir Miles Thomas,* 
chairman, — ish ; or 
Airways ‘orporation, 
president, Advertising Associ- 
ation, when opening the 
National Display Convention 
and Exhibition. 

Some aeroplanes he had 
seen, he said, “were decorated 
inside in a shade of green,; 
which did not appear to gives 
them a frightfully high anti-s 
vomit factor.” H 


Publicity Is Aid 
To Banks 


It was only publicity which 
brought people to banks, either 
as a result of personal recom- 
mendation or from. seeing a 
newspaper advertisement, said A. 
Hunter in a_ lecture to the 
Savings Banks Institute school at 
Oxford. ‘ 

In advertising—keeping their 
name and services before the 
public eye—they should aim at 
variety in presentation methods. 

Continual reiteration of the 
same slogan was the way primi- 
tive man got his message over— 
by constant blows on the head. 


Lord Mackintosh For 
LI.P.A. Ball 


Lord Mackintosh will be a guest 


’ at the annual dinner and ball of the 


Institute of Incorporated Practi- 
tioners in Advertising, to be held at 
the Dorchester Hotel on October 29 
Appearing in the cabaret will be 
Brian Reece—radio’s “P.C.49.” 
Tickets are still available at two 
guineas each from the Institute. 


Seagers Gin 


Lveryone’s eager tor 


~~ . , J wJ 
SEAGERS 
a ca VES 
This new Seagers’ gin poster is now 
going up on London Underground 
sites. The design, by Lambe & 


Robinson Ltd., is based on paper 

sculpture by Bruce Angrave, and the 

poster was printed in six-colour litho 
by Leonard Ripley & Co., Ltd. 


FERS A CHANCE FOR How 


YOUTH WITH DRIVE 
500 At London Convention 


“Wherever expression to the public is needed, display has 
its part to play.” This claim is borne out at the National 
Display Convention and Exhibition at Central Hall, West- 
minster, where more than 500 delegates from about a dozen 
countries are hearing the views and seeing the work of some 


of Britain’s leading display 
and design specialists. 

The claim was stated at the 
opening on Monday by Richard 
Harman, managing director, 
Blandford Press, publishers of 
Display, Design, and Presentation, 
which is sponsoring the exhibi- 
tion and convention, 

Quoting the early truism: 
“Goods well displayed are half 
sold,” he said that it was in the 
realms beyond merchandising that 
display had in recent times found 
its way in such strength—in pub- 
lic services, Government informa- 
tion, general public relations, anJ 
the widespread use of visual aids 
in teaching and informative work. 

The convention was opened by 
Sir Miles Thomas, chairman. 
British Overseas Airways Cor- 
poration, and president, Advertis- 
ing Association who mentioned 
the enhanced “passenger attrac- 
tion” that resulted from altering 
the colour schemes of B.O.A.C. 
planes. 

In the art of display, he said, 
there must be plenty of room for 
young people with initiative and 
artistic 


Sir Miles was thanked by 
Arthur J. Symes, editor of 
Display, Design, and Presentation, 
and organiser of the convention, 
which, he said, was supported by 
the Brifish Display Association, 
the Display Producers and Screen 
Printers Association, National 
Display Equipment Association, 
and the National Association of 
Shop Fitters. 

Organised by Hugh Wilson, 
advertisement manager of the 


Difficult decision for three of the 
judges. 


sponsor magazine, the exhibition, 


which lasts till to-morrow 
(Friday), has some forty stands 
occupying rooms on two floors, 
and ranges from demonstrations 
of ultra-violet lighting, luminous 
paint, neon lighting, and a screen 
printer in operation, to model 
figures, both still and animated, 
and the more familiar ingredients 
of exhibition display and window 
dressing. 

One room is devoted to 
examples of the work of the 
winners in the National Display 
Awards competition. These are: 
Screen process printing, 1, 
Priestley Studios; 2, Leon Good- 
man Displays; 3, Expedite Pub- 
licity. Window displays, 1, Liberty 
& Co.; 2, Jays Ltd.; 3, Owen 
Owen (Coventry). Advertising 
display units, 1, Presentation Ltd.; 
cama Studios; 3, Pytram 

td. 


70 TRADE EDITORS SUPPORT 
‘EXPRESS’ ON PURCHASE TAX 


papers 
“Daily Express” in 
for the abolition of purchase tax. 

A resolution to this effect was 
unanimously passed at a meeting 
convened last week by Arthur 
Christiansen, Express editor-in- 
chief. 

After referring to the support 
which his paper was receiving 
from the public in its campaign, 
Mr. Christiansen denounced the 
tax as irritating in itself and a 
hindrance to the export trade, 
which could flourish only on the 
basis of a thriving home market. 

Supporting Mr. Christiansen 
was G. P. Tattersall (proprietor 
of Toy Trader, Leather Goods, 
and other trade papers) who had 
headed a deputation asking for 
the meeting to be held. 


“How can you keep the cost of 
living down if every time the cost 
of an article goes up, the tax goes 
up with it?” he asked. 

Many suggestions were made 
by the editors present, including 
some criticism of the recommen- 
dation in the Express Manifesto 
that P.T. might be allowed ‘*o 
remain on certain classes of 
luxury goods. 

One speaker urged that the 
“iniquity” of the tax might be 
brought home to the public more 
clearly if traders would mark the 
amount of tax very clearly oa 
their price labels. 


Thanking the trade paper 
editors for their support, Mr. 
Christiansen said : Your papers 
deal in particulars. We of the 


national Press splash about in 
generalities.” 
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Prices Are 


Forced Up 


Newcomers trying to secure a 
place in the contracting business 
were largely responsible for prices 
being forced up to an uneconomic 
level, declared H. J. Mason, chair- 
man and managing director of 
Frank Mason & Co., Ltd., railway 
and general advertising contractors, 
at the annual meeting of the com- 
pany last week. 
net profits of the company 
at £62,178 are some £29,000 
on the previous year,” he said. “The 
decrease in profits does not indi- 
cate that business is falling away. 
We control more media now than at 
any time in the history of the com- 
pany. We have, unfortunately, not 
been able to maintain the margin of 
ge owing to increases in costs. 
n particular, the rents that we 
have to pay for concessions have, 
in the last few years, been forced 
up by abnormal competition.” 

He was confident, however, that 
this state of affairs would adjust 
itself in due course. More and 
more transport concerns were tend- 
ing to go in for advertisements to 
off-set ever increasing operating 
“Referri he 

eferri to ¢t Town and 
Country Theses Act, Mr. Mason 
said: “Our recent experience leads 
me to feel that we shall fare much 
better with our road signs than I 
had reason to hope.” 


B.F.M.P. Layout 
Competition 

An eight-page booklet with 
reply card, and a letterheading 
with the letter that is to be re- 
produced below it, are the sub- 
jects for the British Federation of 
Master Printers’ 1951-52 Layout 
Competition. 

Entries will be for two classes: 
over 21 (gold medal) and under 
21 (silver medal), and will be 
judged for advertising valuc, 
effect, suitability for the purpose, 
and printing practicability. 

The examiners are: J. Perry, of 
Adam Bros. and Shardlow; E. 
Searle Austin, of W. H. Gollings 
and Associates; H. D. Davy, of 
Doig Bros.; S. V. Henley, of 
Alabaster, Passmore; and R. 
aw Smith, of W. S. Cowell 

td. 


Application must be made be- 
tween November 1, 1951, and 
February 1, 1952. 


Films Used By 
Local Authority 


Dublin Corporation’s finance 
committee has approved expenditure 
of £240 on film publicity to encour- 
age immunisation of children against 
diphtheria. Filmlets will be used in 

Dublin cinemas. 

Although the Irish Government 
has used film publicity on a number 
of occasions, this is believed to be 
the first time an Irish local authority 
has used this medium. 
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COURT TOLD— 


‘Press Article Led To 
Ban On Advertising’ 


JURY DISAGREE 


ON VERDICT IN 


LIBEL ACTION AGAINST ODHAMS 


A jury in the King’s Bench 
Division last Thursday, after a 


Press Ltd. by a 53-years-old 
Austrian scientist, Dr. Siegfried 
Marian, director of 
Peat and Charcoal Limited, 
Union Road, Exeter. The 


jury were accordingly 
charged. 


The action followed an article 
in The People on June 12, 1949, 
which referred to claims by Dr. 
Marian that his discovery of a 
humus concentrate known as 
Actumus had a beneficial effect 
on soil fertility, and that his 
medicinal preparation M203 
could cure a variety of diseases. 

Dr. Marian pleaded that the 
article, headed “His Fertiliser 
‘Discovery’ is Bunk; Throw it All 
Away, Doctor,” had done him 
and his reputation great harm. He 
complained that the article had 
been responsible for a ban on 
the advertising of his two pro- 
ducts. 

Defendants contended that the 
statements complained of were 
true in substance and in fact. 


‘Great New Medicine’ 


Cyril Kersch, reporter anJ 
special writer of The People, gave 
evidence that during the inter- 
view he had at Exeter with Dr. 
Marian, plaintiff told him he had 
discovered a great new medicine, 
a super penicillin called M203 
which “will cure anything, even 
cancer.” 

Cross-examined by Sir Godfrey 
Russell Vick, K.C., Mr. Kersch 
said he was proud of the article 
he had written. He had reported 
the facts and he accepted respon- 
sibility for it. 

Called as a witness for the 
defence, Lord Horder, the 
physician, said it was difficult to 
believe that any one medicine 
could cure all the diseases referred 
to in connection with M203. But 
he could not prove a negativ-. 
Incorrect claims about curing 
cancer were dangerous and 
serious results might follow 
through loss of time in obtaining 
expert advice. 

Mr. Gilbert Paull, K.C., for 
defendants, said: “One of th> 
duties of the Press is to try and 
protect the public from nostrums 
which are put forward and which 
are shown to be put forward dis- 
honestly. That is what The 
People did.” In his submission, 


Dr. Marian’s formula for M203 
was “false and fraudulent.” 

Sir Godfrey Russell Vick, re- 
ferring to alleged inaccuracies in 
the article, said he was not attack- 
ing the freedom of the Press, but 
they must play fair. Defendants 
had deliberately intended to ruin 
Dr. Marian and their action was 
“a disgrace to the Press of this 
country.” 

In his summing-up, Mr. Justice 
Devlin said it was true that a 
newspaper performed a_ public 
service by exposing a claim that 
was not made genuinely. “But 
it performs the service at its own 
risk,” he said, “and if, in doing so, 
it injures others, it must pay what 
a jury regard as proper compen- 
sation.” 


Hulton’s Interest 


In Bemrose 


Hulton Press Ltd. have bought 
a 50 per cent interest in the 
Liverpool printing firm of Eric 
Bemrose Ltd. The price is in 
the region of £100,000. 

Edward Hulton, John W. 
Pearce, co-director, George 
Ravenscroft, secretary, and Ver- 
non Holding, circulation man- 
ager, will serve on the Bemrose 
board. 

Bemrose print Eagle and will 
also print Hulton’s new Girl 
comic. 
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LONDON'S CHOICE 


MARSHALL TAPLOW Ltd. 


Tobias Penton 
Makes His Bow; 


Marshall Taplow, distillers and 
vintners, have appointed 
D.D.W.S., Dolan Davis Whit- 
combe & Stewart Ltd.. to 
handle their advertising, effec- 
tive immediately. 

A campaign has been prepared for 
the trade breaking with a half- 
page in the Morning Advertiser 
of October 24 (reproduced 
above). This will be followed 
by direct mail and a co- 
operative local advertising cam- 
paign. 

The first consumer campaign 
opens in London evenings on 
October 25 and on London bus 
sides November 1. It will fea- 
ture the slogan “Since 1760 . 
London’s Choice” and will pro- 
mote the whole Marshall Tap- 
low line—Whitehall Gin, Old 
London Gin, sherries, ports 
and rums. 


ADVERTISERS HELPED ‘LA PRENSA’ 
IN ITS FIGHT FOR FREEDOM 


Speaking from London over 
short-wave radio, G. Mestre, 
president of the Pan American 
Broadcasting Association, 
addressed the third annual jnter- 
national advertising convention 
of the Export Advertising Asso- 
ciation in New York. 

Senor Mestre thanked the Asso- 
ciation for honouring him with 
their first yearly award of merit 
for distinguished services in 
international advertising and 
marketing. 

The convention theme was 
“1952 Challenge to World Adver- 
tising,” and prominent speakers 
discussed the battle for the free- 
dom of men’s minds. 

Thomas D. Cabot, director. 
International Security Affairs of 
the Department of State, reviewed 
the role advertising must take on 
an international scale to help win 
one of the greatest conflicts ever 
known to man. 

Dr. Alberto Gainza Paz, former 
publisher of La Prensa in Buenos 
Aires, pointed to specific help 
which his paper had obtained 


from advertisers and readers until 
the day that the Peron Govern- 
ment had taken it over. Accord- 
ing to Dr. Paz, advertisers and 
readers never sought to influence 
the paper’s policy. 

La Prensa, like papers every- 
where, could not have been free 
had it not been for the loyalty of 
the advertisers who continued to 
buy space at necessarily increased 
rates as the Government raised 
the paper's costs by reducing its 
size. 

C. H. Rork, president of the 
Export Advertising Association, 
presented to Dr. Paz a scroll 
praising his work in defence of a 
free Press. 


Screen Ads. Research 


The Institute of Incorporated 
Practitioners in Advertising and 
the Incorporated Society of 
British Advertisers have formed 
a joint advisory committee to 
assist Theatre Publicity Ltd. with 
their programme of continuing re- 
search into screen advertising. 


JOB FOR A NEW 
‘MICKEY MOUSE’ 


Originator of a plan for a 
national advertising campaign 
which, at the moment, is being 
discussed by furnishing organisa- 
tions and retailers all over the 
country, J. P. Griffiths, head of 
Revelese Ltd., chair manufac- 
turers, Manchester, has his own 
ideas of what form the campaign 
should take. 

Originality should be the key- 
note, he claims—“Buy this or 
that furniture is just a waste of 
time”—and suggests that a film 
with a _ character, similar to 
Mickey Mouse, might go a long 
way towards success. 


Wool Wardrobe 


Woman's Own sponsored a big 
fashion show at the Coliseum in 
co-operation with the Apparel 
and Fashion Industry's Associa- 
tion and the International Wool 
Secretariat. The theatre was 
packed. The presentation. entitled 

“A Wool Wardrobe,” gave 
women who buy their clothes 
ready-made their first opportunity 
of seeing a full selection of the 
models from which buyers make 
their choice. 


> * 
Marketing Advice 
One of the discussion sessions 

at the autumn conference of the 
British Institute of Management, 
to be held at Harrogate from 
November 15-18, will deal with 
the subject: “Should advertising 
agents give advice on marketing 
and how should they be remuner- 
ated?” 

The speaker will be R. F. A. 
Sampson, a local director with 
Newton Chambers & Co., Ltd., 
and for the past 15 years. general 
sales manager of the chemicals 
branch, where he has been con- 
cerned particularly with the 
development of the sales of Izal 
products at home and overseas. 


In an_ advertisement for The 
Western Morning News Co., Ltd., 
on September 27 the telephone num. 
ber of the London editorial office 
was given as Central 8461. It should 
have been Central 8641. 
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ADVERTISER'S WEEKLY 


MARKETING NEWS AND TRENDS 


Prom: New 


May Come 


Home Perm 
To Britain 


A new home perm has been launched in the United States by the 
Toni Co., under the name of Prom. It has two new features. First 
it eliminates the neutralising step that Toni requires and second, the 
new Prom is available in three ming epee Regular for normal hair, 


Prom Super for hard-to-wave 
bleached, dyed, tinted or easy-to- 
wave hair. Toni still claims the 
advantage that it takes less drying 
time. Prom must dry naturally 

at least six hours. A $1,000,000 
publicity campaign is launching 
the new product which, it is ex- 
pected, will come to Britain when 
it has been established in 
America. 

* *” * 


A soap that floats has been put 
on the market by Peter Lunt & 
Co., Ltd. It is called Flotsam, a 
white, household soap retailing at 
6d A full page advertisement 
appears in this week's Grocer's 
Gazette. Advertising agents are the 
Robert Freeman Co., Ltd. 


Kitchen Knife Offer 


Insertions in leading nationals 
and full-colour pages in magazines 
will be used this month to launch 
1 special kitchen knife offer by W. 
Symington & Co., Ltd., manufac- 
turers of soups and table delicacies. 

The campaign will offer house- 
wives throughout Britain a stainless 
kitchen knife, valued at 7s. ; 
Readers may obtain the knife for 
only 4s. 3d. providing they send 
the fronts from two large packets 
or five small packets of Symington’s 
Souv. In Scotland, Sym Gravy 
packets mav be sent out. 

Colourful displav pieces. includ- 
ing showcards. window bills and 
counter display trays, will link up 
with the Press advertisements. 
Agents are Mather & Crowther Ltd. 

* + + 

Foote, Cone & Belding Ltd. are 
continuing to give “easel” demon- 
Strations to mectings of Watney. 
Combe, Reid tenants with the object 
of giving them an opportunity to dis- 
cuss and learn about the Hammerton 
Oatmeal Stout campaign in advance 
To date eleven demonstrations have 
been given in London and _ the 
suburbs each being attended by 
between $0 and 100 people. 


Survey Of Ireland 


Richardson Wood, a member of 
the Market Research Council of 
New York, has just completed an 
industrial survey of the Republic 
of Ireland as part of a general sur- 
vey of the country which is being 
undertaken by the International Basic 
Economy Corporation in conjunc- 
tion with the Economic Co-opera- 
tion Administration and the Irish 
Industrial Development Authority. 

~ 


The Aerograph Co., Ltd.. of 
Sydenham, have opened new show- 
tooms at Atlantic House, Holborn 
Viaduct, to display their Aerograph 
DeVilbiss spray painting and finish- 
ing equipment. Prominently shown 
is the latest Aerograph air brush 
equipment. including two new air 
brush models. 

ae . » 

Wilmot, Mansour & Co.. Ltd.. 
makers of Jetex miniature jet 
motors and models. have produced 
the first space ship kit in the world. 
The model is a replica of the rocket 
ship in the Paramount film “When 


Prom Very Gentle for 


| Worlds Collide,” and this film is 
| being used as a commercial tie-up. 
| The pack label carries an illustra- 
|tion from the film. Over two 
thousand retailers have been circu- 
| lated, and every model aero club 
{in the country notified of the tie-up 
by the Society of Model Aero- 
nautical Engineers. 


* * * 


Over 10 million Aspro tablets are 
sold every day in the year through- 
out the world. This was mentioned 
by Aspro’s chairman, Maurice A. 
Nicholas in his annual report. 
Export sales showed a “steady and 
encouraging upward trend,” and 
within six months it was hoped to 
commence manufacturing Aspro 
tablets in India. Aspro was now 
being made in ten manufacturing 
units and was distributed in more 
than S50 countries. 

“Difficulties to-day are numerous, 
instanced by the need to review ad- 
vertising procedure because of 
newsprint restrictions and other 
material shortages,” he said. 


One of Selfridges display staff at 
work on “Tweedledum.” 


A nation-wide distribution is 
being built up for Proof, a barrier 
cream made by Branded Pharma- 
ceutical Ltd. This cream, a 
protection against “wet work,” 
appeared on the market three 
months ago. It retails at 3s. 
Advertising is now confined té 
provincials and a few nationals 
but this will be stepped up as the 
product is developed. Agents are 
Erwoods Ltd. 


At the Utrecht Autumn Fair, 
Group Marketing (Overseas) Ltd. 
in co-operation with N.V. Laturne- 
bot showed a “Loheat” chilled 
water milk-cooling plant which 
attracted considerable attention. 
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Christmas Trade 


Preparations 


Selfridges special Christmas fea- 
ture for the children, Toy Town, 
opened on Monday. Father Christ- 
mas will be assisted by Selfridges 
own Uncle Holly, a jovial faced 
character in the Dickens style, with 
pork chop side whiskers, who has 
proved a firm favourite with 
children visitors during the past 
three years. London evening papers 
will be used to advertise Toy Town, 
and provincial Press advertising, 
which started during Wakes Week 
for the benefit of visitors to London, 
will continue. Selfridges exterior 
Christmas display will include 
characters from Walt Disney's ver- 
sion of “Alice in Wonderland.” 

a * * 

“Something new for Christmas” 
is the theme being used by G. B. 
Kent & Sons Ltd. to introduce their 
latest line—the Bloom of Youth 
massage complexion brush. It is a 
double ended brush—one end being 
used to remove make-up and the 
other to massage and tone up the 
skin. Selling at 15s. 6d. it is being 
marketed in individual acetate giti 
packs. Full pages are being taken 
in the trade Press and there will be 
a consumer campaign next month in 
women’s magazines. Agents are 
Paul E. Derrick Advertising Ltd. 

* * * 

Because people have more per- 
sonal points to spend than at any 
time since confectionery rationing 
began Batger & Co., Ltd., have 
given their Chinese figs a big slice 
of the company’s advertising appro- 
priation this Christmas. 


PRESS PLANS AND PROSPECTS 


Demand For ‘Girl’ Beats 
Original ‘Eagle’ Orders 


Demand for Hulton’s new comic—“Girl”—is already in excess of 


the original orders for “Eagle.” 


A fleet of cars bearing a four-foot 


replica of a girl’s head left on a tour of the country last week. They 
are distributing miniature 16-page copies of the first issue of “Girl” 


measuring 4 in. x 3 in. and 
leaflets are being sent to every 
girls’ school in the country. 

There will be extensive Press ad- 
vertising. A full page advertisement 
will appear in Picture Post on 
October 27 and the following week's 
issue will include a three page 
supplement. Other papers to be 
used include Radio Times, Daily 
Express, Daily Mirror, Daily 
Graphic and provincials. 

The first issue of Girl on Novem- 
ber 2, price 44d., will include a full 
colour presentation plate measuring 
20 in. x 12 in. of Princess Elizabeth. 
For the first four issues a competi- 
tion is being run in which readers 
will be asked to choose real life 
adventures. Theré will be over 
2,000 prizes including bicycles, radio 
sets, cameras, and wristwatches. 

Advertisers have been guaranteed 
a circulation of 500,000 until 
February 1. Rates are £500 per 
page in colour and £350 in mono- 
tone and pro rata. A club, to be 
called “The Girl Adventurers” will 
he run on similar lines to the Eagle 
Club. As with Eaele the first four 
issues will be distributed on a sale 
or return basis except in Scotland. 

Hulton Enterprise Ltd.. who have 
been responsible for the Eagle mer- 
chandising service will provide a 
similar service for Girl as the new 
Paper progresses, 


They Fly Papers To 
The Continent 


Tributes to the company respon- 
sible for flying supplies of the 
national daily and Sunday papers to 
the continent and far corners of 
the British Isles were paid at the 
Trans Air Company's anniversary 
dinner at the Savoy last Friday. 

Speaking on behalf of the Daily 
Circulation Managers, W. O. Birk- 
beck (News Chronicle) thanked the 
company for their great service. 
They had made over 2,500 flights 
carrying newspapers and had the 
great record of 96 per cent 
successful delivery. Only the worst 
weather conditions delayed take-off. 
Night flying, he said, was taken for 
granted but there was always an 
element of danger in this work. He 
stressed, on behalf of the circula- 
tion men, that the safety of the 
crews was their first concern. 

H. Rochez (The People) thanked 
the company. 

* * * 

Birmingham sales figures are 
regarded as a barometer for the 
whole country, revealed Mr. J. L. 
Hull (C.M. Daily Mail) speaking at 
the Birmingham Circulation Repre- 
sentatives annual dinner. Over half 


a million daily papers were distri- 
buted every morning in the town in 
about two hours—a great tribute to 
the wholesalers and retailers. 

.. M. Hales (Sunday Express) 
said that the national Press had got 
little out of the Festival of Britain 
so far as circulation was concerned. 

. . - 


Striking figures of the sale and 
advertising growth of Country Life 
are given in a new _ promotion 
folder. The sales—19,860 in 1945— 
iincreased to more than 40,000 in 
1950, and the number of advertise- 
ment pages in the same period from 
998 to 2,496. In addition to giving 
advertisement rates and facts and 
figures about readership and adver- 
tising potential, which is of the 
same format as the journal, repro- 
duces messages of commendation 
from four leading industrial and 
commercial personalities, under 
half-page portraits. 


. . 

‘Guardian’ Quiz 

A recent questionnaire submitted 
to one thousand readers of the 
Manchester Guardian Weekly in the 
United States had an encouraging 
response of 56-8 per cent. The 
questionnaire traced 568 copies as 
being passed on to 949 other people 
(a total of 1.517 people apart from 
other readershin within each house- 
hold). This gives 2-67 readers per 
copy—minimum readership in the 
United States is 24,000. 

A feature of the replies was that 
80 per cent of those responding 
expressed willingness to give inti- 
mate details of their private lives. 

* * * 


New weekly comic The Captain, 
price 4d., will be launched by 
Alexander Hamilton on December 
7. It will have 16 pages (114 x 84) 
four in colour. First four issues 
will be on sale or return. 
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Ad. Executives Influence 


Human Behaviour 


Advertising men shared with 
managers, journalists, politicians, 
and the clergy the responsibility 
of influencing the public for good 
or ill, said A. B. Lowndes, head 
of the School of Commerce, in a 
talk to the Publicity Club of 
Leicester on the “Leicester Plan” 
for advertising. 

Previous efforts in advertising 
education in Britain and U.S.A. had 
been to produce technicians, but 
what was wanted was executives who 
could lead the technicians to pro- 
duce the best and most effective ad- 
vertising. The College of Tech- 
nology in Leicester for six years had 
been pioneering in techniques of 
ihanagement training, drawing 
students from national firms 
throughout the country. 

One of the greatest problems was 
the selection of likely material. The 
College had used a selection board 
composed of business men and 
educationalists, posing to candidates 
“frustrating situations’ requiring 
solutions. From students’ reactions 
it was possible to select those 
suitable for training, because they 
were most~likely to develop on 
desired lines. 


Officers Elected 


The Publicity Club of Ireland has 
elected the following officers and 
council for the 1951-52 session : 

Chairman, Gordon Sutton Kelly: 
vice-chairman, Victor M. Woods 
(Fry-Cadbury, Ireland) and David 
P. Luke (Fleet Publishing Co.): hon. 
treasurers, Albert Price (W. D. and 
H. O. Wills. Ireland) and George S. 
Childs (Irish Assurance Co.): hon. 
secretary, Miss Winifred Stacey 
(Cerebos, Ireland). Council: Liam 
Boyd. Peadar S. Doyle, Edward F. 
MacSweenev, Jack O'Sheehan, 
Maurice O'Flynn, Eamonn Rooney, 
Michael J. Clarke. Gerald Dunne. 
W. G. King, Merville Miller, Brian 
D. O'’Kennedy. Desmond iB. 
O’Kennedy, Raymond J. O'Keeff: 
and Fergus O’Sheehan. 


Regent 


Out Of The Hat 


H. L, Clarkson, of S. H. Benson 


answered questicns out of a hat. 
They were of a varied nature, and 
included : 

“Are the agencies of national ad- 
vertisers inclined to be national 
Press minded?" “Do local papeis 
prefer local advertisers?’ and “What 
are the best ways of placing space 
with a small appropriation?” 


Southampton 
Call For Colour 


“After all the trouble we have 
had, people want colour in their 
lives and brightness in their advertis- 
ing.” This wis the reason advanced 
for a change in public taste by W. H. 
Dyer, director of publicity for Hast- 
ings. when he told Southampton 
Publicity Club that official literature 
was still the biggest means of whet- 
ting the holiday-maker’s appetite. 


Aberdeen 
Two Years Of 
Progress 


New. chairman of the Publicity 
Club of Aberdeen is R. Bruce 
Farquhar. In his address at the 
club’s annual meeting he spoke of 
the club’s remarkable achievement 
in building a membership of 53 in 
its first two years. 

Other officers elected were: 
Joseph R. Carry, vice-chairman; 
W. Barr, secretary; and Miss Ella 
M. Riddler, treasurer. 

Miss M. Gillanders, W. J. 
Peters, J. Pirrie, A. J. B. Strachan, 
H. Webber, and J. D. Gill were 
elected to the executive committee. 

On Monday Lord Tweedsmuir 
gave an absorbing talk on “Canada 
outside the Guide Books.” 

Liver; 
. . 
Aiming At The 
. 
Housewife 

Leon Lick, British sales director 
of the American firm of Standard 
Brands Inc., the second largest food 
manufacturing concern in the world, 
was speaker at the inaugural lecture 
of Liverpool and District Publicity 
Club's winter series. 

Mr. Lick said that nowadays 
manufacturers “have to be psychia- 
trists caring for Mrs. Housewife’s 
whims and fancies.” Many manu- 
facturers were finding if they 
altered the design on wrappers that 
were not selling to one that was 
more pleasing tc the eye, the sale 
of the product was apt to soar 
rapidly. Housewives often fell into 
a habit of buying a particular size 
of packet. The name went a long 
way towards selling a product. 


Advertising Needs 
Confidence 


Beforc advertising can secure the 
full confidence of the community, it 
must restore its own, Derck Roe 
(chairman, Manchester Publicity 
Association) told the Liverpool 
Publicity Association, in a talk on 
“The Next Step Forward for Adver- 
tising.” 

During the past few years, he said, 
advertising had developed severe 
self-criticism, and has introduced 
Codes of Standards which, like the 
Ten Commandments, began in 
almost every case with “Thou shalt 
not.” 

But advertising needed inspiration 
just as much as legislation. “It has 
been said that cynicism has become 
the occupational disease of adver- 
tising, and the cure may well be a 
more positive expression of our aims 
in our Codes of Standards,” he said. 

(See Leader—page 128) 


Leeds 
Planning—The Key 


To Economy 


“The Function of Direct Mail Ad- 
vertising in the Publicity Scheme,’ 
was the subiect of an address to the 
Publicity Club of Leeds, by Miss 
Kay M. Murphy. 

She stressed that careful planning 
is the key to real economy when 
arranging a campaign. 


ADVERTISER'S WEEKLY 


L. to r.: A. Marrion; W. Bowles; A. B. Lowndes; W. L. Whitchurch; 
at the Publicity Club of Leicester. 


Cambridge 


Sales Campaigns 
Explained 


G. H. Saxon-Mills, addressing 
Cambridge Press Club, discussed the 
ethics and methods of advertising 
and explained some of the best 
known sales campaigns of our time. 
Advertisers owe it to newspaper and 
public alike to be interesting and 
readable, he said. 

Chairman of the mecting was 
R. G. Venmore Rowland, of the 
Central Office of Information, Cam- 
bridge. 


Women’s Club 


When Employers 
,Compete For Labour 


The dangers of over-employment 
—the condition in which employers 
are in competition for more and 
more labour—were referred to by 
R. G. Hawtrey. Professor of Ceon- 
omics at the Royal Institute of 
International Affairs, in a talk to the 
Women’s Advertising Club of 
London on “The Economic Side of 
Productivity.” 

An intensified demand for labour, 
he said, struck at the root of indus- 
trial discipline, resulting in absent- 
ceism, unofficial strikes, and the em- 
ployment of workers whether they 
were employable or not. 

Professor Hawtrey deprecated the 
tendency to estimate productivity 
purely in terms of mass-produced 
and standardised articles. There were 
“individuality products” to which 
sufficient weight was never given 
when comparing our productivity 
with that of the U.S.A, 


Berks and Bucks 
Colour Filmlets 


At the second meeting of the 
Reading branch of the Berks & 
Bucks Publicity Club, W. J. 
Collins, of Theatre Publicity Ltd., 
accompanied his talk on the advan- 
tages of cinema advertising with 31 
colour filmlets (12 seconds each) and 
11 of the latest two-minute adver- 
tising films. 

The last film—‘‘Made for each 
other.” a delightful animated puppet 
idea, connecting Gillette razors and 
their special blades—will shortly be 
shown universally in different 
languages. 


Herbert Spencer, editor of Typo- 
graphica addressed members of 
Bradford Publicity Association o4 
“Design in Business Printing.” 


“Meet Attacks By 
Advertising’ 


Mr. Sean Lemass, Minister for 
Industry and Commerce, speaking 
at the inaugural lunch of the 
1951-52 session of the Publicity 
Club of Ireland at the Metropole 
Restaurant, Dublin, said that no 
firm need have any hesitation in 
planning an advertising campaign 
because of apprehension that by 
doing so they might encounter 
difficulties from the Prices Con- 
trol Section of his Department. 

He assured firms that the 
money spent on advertising cam- 
paigns would be regarded as a 
working expense and not as a 
charge on the profit margin. 

Irish industrialists in the past 
had been the subject of attacks, 
and his advice to them was not 
to run for shelter but to go out 
and meet them. And one of the 
best ways of doing that was 
through advertising, showing 
what they were doing—the mag- 
nitude of their achievements, 


. * . 
Exhibits By Air 
To Berlin 
The City Display Organisation 
has again handled, for the Board of 
Trade, the British Pavilion in the 

Berlin Industries Fair, 

A selected number of special ex- 
hibits from the South Bank and 
Science Exhibition were chosen by 
the Board of Trade in collabora- 
tion with the Festival of Britain 
authorities. 

Less than one week was available 
for the air-lift to Berlin and instal- 
lation on site—and the work, under 
the personal direction of Fred Keil, 
with V. Rotter as the architect for 
C.D.0.—was successfully accom- 
plished in readiness for the opening. 


Mannequins On 
The Lawn 


The two-acre site of Ludgate 
Gardens, by Ludgate Hill, is to be 
developed by the construction of a 
display arcade, surrounding a lawn 
on which mannequin parades, dis- 
plays, and concerts will take place. 
The charge of £50 per annum in- 
cludes a free leaflet distribution 
service, and a direct sales service 
can also be arranged. Mail order 
traders, it is claimed, benefit by dis- 
playing their products, 
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Spottiswoode, 
Dixon & 


m a naging 
director with 


managing 
director of 
S p ottis- 
woode, 


R. O. Morris 


_ Steele's Advertising Service (which 
is controlled by Spottiswoode’s). 


Deputy managing director of 
Spottiswoode’s will be W. 
Barter, at present a director. 

A. D. Ensom, who is a direc- 


‘tor of both Spottiswoode’s and 


Steele's, will be deputy managing 
director of Steele's. R. G. 
Hervey continues as chairman of 
both companies. 
* * - 
Campbell-Johnson Ltd. an- 


-nounce that W. S. Duthie, is 


obliged to retire from his active 
directorship. He will be suc- 
ceeded on the board by J. W. 
Triggs, who takes up his appoint- 


ment on December 1 


Mr. Triggs 
joins Camp- 
bell- Johnson 
from _ the 
Festival of 
Britain 
Office wher: 
from No- 
vember 1948 
he was assis- 
tant director 
of public re- 
lations. Prior 
to this he 
was succes- 
sively on the 
staff of Hart 
Lidbury & 
Associates, public relations con- 
sultants, and assistant director of 
publicity to the National Coal 
Board. 

Mr. Triggs, who is 38, was 
educated at Westminster and 
Christ Church, Oxford. In 1936 
he joined the staff of the Oxford 
Mail. Between 1939 and 1945 
he served with the Border Regi- 
ment; took part in the Normandy 
landings on “D” Day, being men- 
tioned in despatches. He was 
awarded the M,B.E. for services 
in Belgium, 


J. W. Triges 


Agency Board ; 
Changes 


Several board changes, effec- 
tive January 1, have been 
announced by 


H. T. W. Bousfield, chairman and 
managing director of Central Ad- 
iat office. on. Ltd., resigned from 
i office on September 30. R. J. 

who has been a direc- 

tor eK many years has been 

pointed chairman, and Mrs. 
oria Goldsworthy 


will be 7 
ponsible for the y *- 5 of 
the departments in the company. 
She has held office of secretary to 
the company for 22 years and has 
also been a director for 18 years. 

* * * 


Clark Matthew, who was engaged 
at the beginning of the year as 
P.R.O. of Jenolite Ltd., now holds 
the position of publicity manager 
and is responsible for Press and 
public relations, for developing pub- 
licity and sales promotion policies 
and for editing the 25,000 circulation 
Jenolite News. He also takes over 
control, preparation and placing of 
all advertising. Clark Matthew has 
engaged G. A. Truss as an assistant- 
trainee on the Press relations side. 

* * * 


H. Godchaux Abrahams is 
relinquishing his position as con- 
troller of printing and stationery for 
George Hopkinson Ltd. & Allied 
Companies, the furniture side of 
the Great Universal Stores Group, 
to take up a new appointment on 
the ane, Sgeraess side. 


quished his appointment with 
Charles F, Higham Ltd. to take up 
a position as controller of trade 
Press advertising with L.D. Group 
Publicit gs under the manage- 
ment of W. L. Allison, are respon- 
sible for the —y, of all the 
subsidiary companies of Lancashire 
Dynamo Holdings Ltd. 
* * * 

Miss. Hermione S. O’B. Hoare 
bas resigned her position as pub- 
licity manager of Ferranti Ltd. as 
che has récently become engaged to 
be married to Lord Colwyn. She 
joined Ferranti in 1942 in the 
Government Contracts Department 
and was is She | publicity = 
age in Dally She is succeeded by 


eg * * 


Douglas Le Vicki, previously 
with Brown Brothers Ltd., has — 
appointed advertising manager to 
Britax (London) Ltd., manufac- 
turers of motor, motor cycle and 
cycle accessories. R. H. Stradling, 
who was for 16 years with B.S.A. 
cycles, has joined Britax (London) 
Ltd., as sales manager. 

* * * 


Beryl Hartland—fashion artist to 
the Daily Telegraph—is undertaking 
a series of prestige colour illustra- 
tions for Horrockses emphasising 
the smart woman. Miss Hartland 
is also the artist responsible for the 
new K-Shoes series now appearing 
in the national Press. 

. * * 


Recent new members of the Pub- 
licity Club of London include: 
William Hatton, publicity manager 
of Smith’s English Clocks Ltd., 
Joan Rothchild, advertising man- 
ager of L. Harris (Harella) Ltd., 
and F. Curzon, advertising manager 
of Halex Lid, 


Clark Matthew 


Victoria Goldsworthy 
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Hermione Hoare 


Among members of the printing 
and allied trades who are Parlia- 
mentary candidates are: Rt. Hon. 
Brendan en (Eyre & Spottis- 
McCorquodate (chairman, McCor- 

chairman, or- 
quodale & Co., er T. F. 
Howard (Principal, T. F. Howard); 
Col. O. E. Crosthwaite Eyre (direc- 
tor, Eyre & Spottiswoode Ltd.); 
Ss. W. Ripley (managing director, 
Leonard Ripley & Co., Ltd); 
P. W. Neill Fraser (managing direc- 
tor, Neill & Co., Ltd., Edinburgh). 
All are Conservatives, 

a * * 

Edna _ Shrives, agvalis and 
publicity director of Ber Ltd., 
has been elected president of the 
Corset Guild of Great Britain. 
Miss Shrives is a past-president of 
the Women’s Advertising Club of 
London. 

* * a 

Russell House, at present cam- 
paign executive and assistant to the 
planning and development director 
of Outdoor Publicity Ltd., is to 
become assistant to the manager of 
the Young & Rubicam Ltd. poster 
department. 

* * +. 

Brian MacCabe, Foote, Cone & 
Belding’s managing director, left 
London on Tuesday for the U.S.A. 
‘eturning mid-Noven@er. As well 
ds visiting F.C.B.’s New York and 
Chicago offices he will also be visit- 
ing the American offices of F.C.B. 
clients and studying the commercial 
radio and television situation. Olaf 
Ellefsen, director, has just returned 
from visiting clients and affiliated 
advertising agencies in Belgium, 
Switzerland and Italy. R. A. 
Cooke, director of public relations, 
will be visiting Greece shortly. 

a4 - * 

w. Dickson is leaving Lintas 
Ltd., bt. he was a copywriter, to 
join A, N. Holden & Co. Ltd. in a 
similar capacity. He came from 
maar ® to take the Lintas job. 

* * 

Donia O’Herlihy has _ been 
appointed publicity officer to the 
Irish Department of Health. He was 
formerly on the staff of the Irish 
Government Information Bureau. 

* * - 

Charles Leatherland, formerly 
Daily Herald news editor, _ is 
appointed as assistant editor. He 
en — = night executive 
staff, which is ~~ by Douglas 
Machray. eorge McCarthy con- 
tinues as night editor. 

* * * 


After 50 years continuous service 
Mrs. E. B. Hatch has now retired 
as managing director of the Croy- 
don Times series. She continues to 
be a director. 

/~ * 7. 

Publishers of Modern Caravan 
state that distribution in Centra\ 
London is now in the hands of 

Harris. 


OBITUARY 
W. R. Cummins 


Founder and first editor of the 
Muswell Hill Record, William 
Radley Cummins died last week 
aged 72. He started the paper 44 
years ago as a monthly. For the 
first issues he canvassed every ad- 
vertisement himself. After three 
months the paper became a weekly. 

A_ strict non-smoker and _tee- 
totaller, he refused to have a cigar- 
ette or liquor advertisement in the 
paper. They did not appear until 
he sold the paper in 1946. More 
recently the Record was bought by 
the Brittain Publishing Company. 

On two occasions Mr. Cummins 
was president of the North London 
Master Printers’ Federation and for 
26 years was the treasurer of the 
North London Master Printers’ 
Association. 


E. A. Hobden 


Eric Arthur Hobden, partner in 
the firm of Speedway Sign Service, 
died on Sunday. He was 47 and had 

m associated with his brother, 
C. E. Hobden, as a partner in the 
firm since its inception. 


.* 

H. J. Cunningham 

H. J. Cunningham, editor of 
Motor Trader from 1930-46, has 
died, aged 56. During the last war 

edited Export Trader and was 
also managing editor of Motor Cycle 
& 4° yele Trader, until he retired in 
1946, 


Church Believes 
In Advertising 


At a special service at Trinity 
Methodist Church, Roundhay 
Road, Leeds, one of the oldest 
members of the congregation 
switched on a neon-lighted cross 
outside the church. 

The Rev. L. S. Cheshire said: 
“We believe in the power of ad- 
vertising. Businessmen advertise 
when they have something to sell. 
We think jt perfectly right to use 
every modern method there is to 
attract people into church.” 


Grant To Aid 
Students 


Manchester Publicity Association 
has made a grant of £20, to be used 
at the discretion of the education 
officer, towards the payment of 
final students’ fees in their studies 
for the Advertising Association Dip- 
loma examination. As the result 
of a similar grant, a short time ago, 
the Association’s library has been 
enriched by the addition of a col- 
lection of new books on advertising 
and allied subjects covering the 
entire examination sylla 
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José Ferrer as 
Cyrano de Bergerac 


Features for 


every member 


of the family 


ADVERTISER'S WEEKLY 


Typical Features from Recent issues 
CONSERVATIVES WANT PEACE 
The Right Hon. R. A. Butler, M.P. 


ROYAL FASHION LEAD FOR CANADA 
Betty Reyburn 

PRINCESS CHARLOTTE’S LOVE STORY 
Dorothy Margaret Stuart 


THE STORY OF FAMOUS MIDGETS 
Rupert Croft Cooke 


G. K. CHESTERTON 
L. A. G. Strong 


G. LINDLEY SPARKES - ADVERTISEMENT DIRECTOR . 114 FLEET STREET, LONDON, E.C.4 
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Litho Work 


Speed-up In 


U.S.—Sellers’ Market Over 


The standard of the British craftsman is somewhat higher 
than that of his American counterpart, it is stated in the report 
published this week of the Lithographic Productivity Team that 
recently visited the U.S.A. under the auspices of the Anglo- 


American Council on Produc- 
tivity. 

On the other hand, there is in 
the U.S. a wealth of machinery, 
apparatus and equipment used by 
lithographers but not available 
here. 

Points made by the team in ils 
120-page report include: 

A sellers’ market no longer 
operates in the American litho- 
graphic industry; the initiative 
has passed to the buyer. Com- 
petition is keen, and highly-geared 
sales organisations are required 
in practically every firm. 


Colour Reproduction 

Shift working speeds produc- 
tion, reduces costs, and empha- 
sises the importance of adequate 
space for handling paper, provi- 
sion of spare inking, damping 
rollers, blankets, etc., and con- 
stant and suitable lighting for 
checking colours by day or night. 

The trend is continually to- 


_wards even larger and faster offset 


presses: the unit principle is 
universally adopted for multi- 
colour printing. The Team saw 
four-colour offset machines print- 
ing sheets size 52 in. by 76 in. 
at 5,000 impressions per hour. 

The four-colour press is 
accepted as normal equipment 
and its use is not confined to 
large firms. 

Reproduction in four colours of 
general commercial work is now 
fully established. Masking 
methods of colour correction are 
widely used to preserve photo- 
graphic quality and to reduce re- 
touching time. This enables mor: 
work to be done by the retoucher 
without x. cater effort. 


‘Efficiency’ Recommendations 
The contract screen has largelv 
replaced the engraved screen for 
monochrome work but is not in 
general use for multi-colour. 


to be outmoded and all work of 
this nature is now done on step- 
and repeat machines, mostly of 
vertical design and having a large 
transparency holder. 

Hand transferring is con- 
spicuous by its absence, except :n 
one firm that specialises jn print- 
ing posters. 

The Team makes a number of 
recommendations designed to in- 
crease the efficiency of the British 
lithographic industry without 
lowering standards of quality and 
craftsmanship. A more positive 
approach to methods of improved 
production is stated to be essen- 
tial, and this postulates a joint 
obligation on both employers and 
employed. 


| TRADERS ARE 
WARNED 


A warning against a person 
purporting to be the agent for 
publishers of certain trade direc- 
tories is given in the current 
National Chamber of Trade 
Journal. He is alleged to take 
orders and payments for advev- 
tisements in directories that do 
not exist. 

The Journal suggests that pay- 
ment for an advertisement should 
not be made to an unknown can- 
vasser at the time that an order 
is given but that, when a trader 
is invited to advertise in a direc- 
tory, he should enter into a con- 
tract on the basis that payment 
will be made to the publishers 
when a proof of the advertise- 
ment has been submitted. 

Many of their affiliated organ- 
isations, it is pointed out, have 
set up “inspection committees” to 
examine the bona fides of pub- 
lications in which members are 
asked to take advertising space. 


Roof Sign Approved 

Southampton Borough Council 
has given permission for an illumin- 
ated three-sided roof sign to be 
erected at the newly-rebuilt store of 
E. Mayes & Son Ltd. in High Street. 

The Council also agreed, subject 
to approval of the Ministry of Local 
Government and Planning, to the 
letting of a site for an advertising 
station in-Floating Bridge Road to 
Southampton Poster Services Ltd. at 
an annual rent of £30. 


1951 


Three featured windows at D. H. Evans show a tie-up between 


Berkertex in London and in Paris. 


These were run simultaneously 


with displays in Paris windows and also an article in “Picture Post” 

showing Norman Hartnell designed dresses for Berkertex being worn 

by Parisiennes. The displays were designed for Berkertex by A. W. 
Shearing and A. A. Mayes, Slough Estates House, London, W.1. 


‘Our Work Aids Overseas Sales’ 


One of the results of the 
British Council’s work is that it 
eases the task of the British sales- 
man selling British goods. This 
was stressed by Paul Reed, P.R.O. 
of the British Council, speaking 
at a luncheon meeting of the 
Institute of Public Relations 
Officers on “Public Relations for 
the British Way of Life.” 

The British Council’s P.R. 
department had two tasks, he said. 
One was ‘o make the organisation 
better known and to enhance its 
reputation overseas, and the other 
was to publicise the work of the 
Council at home and to look 


after the 3,000 professional 
visitors who come every year. 

He referred to the sales the 
Council had created for British 
periodicals, trade magazines and 
newspapers overseas. Thousands 
of orders had originated as the 
result of magazines circulated by 
the British Council. 


‘Picture Post’ Banned 


Picture Post is on the latest 


list of periodicals to be banned by 
the Irish Censorship of Publications 
Board. Nine American pulp magi- 


zines, and one published in Britain 
—True Police Cases—have also been 
banned. 


CONTRACTS: APPEAL COURT DECISION 


A point of vital interest to ad- 
vertising was raised in the Court 
of Appeal last Thursday by the 
appeal of General Publicity 
Services Ltd., of Dover Street, 
London, W., from the dismissal 
by Mr. Justice Jones of their 
action against Best’s Brewery Co., 
Ltd., of Farnham Road, Guild- 
ford. 

The appeal was allowed. 


Appellants claimed that the 


brewery company, by selling the 
Lion Hotel, Guildford, broke a 
contract to circulate or display, 
free of charge in the course of 
their business over a_ period of 
three years, 5,000 tariff bookle:s 
containing advertisements. 

Mr. Roy Wilson, K.C.. for 
appellants, said they claimed 
damages for the money they 
would have received if the book- 
lets had been distributed over the 
full period, but which they lost 
because the hotel was sold before 
the end of the period without the 
sellers ensuring that the obliga- 
tion under the contract should be 
continued by the purchasers. 
The judge, counsel went on, 


held that there was an implied 
term in the contract that it should 
be determined if the brewery com- 
pany at any time ceased to carry 
on the hotel business, and that 
there was no term that the com- 
pany should continue the business 
for three years or any other 
period. 

Mr. Wilson said that he was not 
submitting that the brewery com- 
pany should be compelled to carry 
on the business for three years. 
What he maintained was that 
there was a clear obligation that 
the company should go on dis- 
playing or circulating, or cause 
to be distributed or circulated, the 
booklets for three years, 

Mr. John Perrett, for the 
brewery company, pointed out 
that there was no express term in 
the contract that the company 
should not sell the business, no 
date in the contract when the 
three years period should begin, 
and no provision that the book- 
lets should be supplied on or 
before a certain date. 

Referring to the phrase “in the 
course %f their business” Mr. 


Perrett maintained that if there 
was no business then the three- 
years period could not stand. 

Lord Oaksey, giving judgment, 
said he thought the judge read 
the words “in the course of their 
business” as implying that the 
business must continue, but that 
the obligation to circulate or dis- 
play would cease when the busi- 
ness ceased. He did not think 
that was the proper meaning of 
the words. If the obligation was 
not a continuing one there could 
have been no consideration mov- 
ing from the hotel owners at all. 
The contract was quite useless tu 
a firm like the appellants unless 
the obligation was read as a con- 
tinuing one, and there was no 
reason why it should not be con- 
templated that, if the business 
were soid, the undertaking would 
not be continued by the pur- 
chasers. 

Lords Justices Jenkins and 
Morris agreed. 

The appeal was allowed with 
costs, and the appellants were 
given judgment for £130 2s. 
damages. 
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The Next Step 


T= International Advertising Conference has evidently 


made at least one of the younger men in the business do 

some hard thinking. Derek Roe, in an address “The Next 
Step Forward” to the Liverpool Publicity Association, has said 
something and, one hopes, started something. 

The next step, as he sees it, is for advertising to secure “the 
full confidence of the community”, but before it can do this, he 
asserts, it must regain confidence in itself. Self criticism has gone 
far enough. Cynicism has become “the occupational disease of 
advertising.” It is not enough to combat bad advertising because 
it discredits the business and is socially harmful. There must be 
more good advertising because good advertising benefits the 
community. Advertising men and women must not only believe 
this, but must cry it from the housetops. Faith must inspire a 
crusade. 

Here is the authentic voice of youth, idealistic, but not, in this 
instance, impractical. If advertising is to gain the unquestioned 
place in the community that it enjoys, for instance, in the U.S.A., 
its basis must be a positive attitude of advertising men and women 


towards their vocation. 


Ratepayers’ Claims Count, Too 


HEN problems of outdoor advertising control arise, it is 
recognised that the interests of site owners and advertisers, 
and of the public, as represented by the Ministry and by local 
authorities, have a claim to consideration. There is some danger 
that a third interest, that of the ratepayers as such, may be over- 
looked. \ 
We therefore commend to local planning authorities and their 
officers study of the article on page 153 of this issue, in which the 
writer discusses the provisions of the Town and Country Planning 


Act in relation to compensation. If sites are compulsorily for- 
_ feited, both advertisers and site owners clearly suffer loss. The 


question is, have they under the Act and the Regulations deriving 
from the Act, a right to compensation? In equity, they should 
have such a right. The writer of the article thinks they have in 
law, but the legal position seems to be somewhat obscure. 

With local rates at their present high level, and with every 
prospect of their rising still more, no local authority can lightly 
run the risk of involving itself in substantial compensation pay- 
ments. Those authorities deciding to postpone challenge of 
existing sites until the law has been clarified are taking a prudent 
course. 


@ Change of subscriber's address: Please inform the publishers three 
clear weeks in advance of the issue for which change of address is to 
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To-morrow’s Topics 


Campaign to support 
price maintenance 


A WIDESPREAD publicity 
campaign is to be launched 
by the Branded Textiles Group 
to put over to the public the 
case for resale price mainten- 
ance. 

Indication of the line of ap- 
proach is given in a lengthy 
memorandum to Sir Hartley 
Shawcross setting out the textile 
industry's claim to exception from 
legislation against price main- 
tenance. 

The memo states that abolition 
of resale price maintenance would 
cripple the export trade; would in 
the long run raise prices to the 
home consumer, reduce value and 
restrict choice; and would so dis- 
locate the rhythm of the industry 
that employment in both produc- 
tion and distribution would be- 
come insecure and unstable. 

The Group stresses that the 
publicity campaign will be educa- 
tional, not party political, and 
will not be affected by the 
General Election or its result, 


~— — £} £m 


Despite the rules and regula- 
tions, copy in advertisements for 
household detergents which is 
alleged to “knock” will continue. 
The advertisers raise no objection 
to the “knocking.” So the auth- 
ority of the Newspaper Pro- 
prietors’ Association will not be 
invoked! 


—_— #8383 sm 


Planners are advised 


to negotiate 


EELING powerful with the 

weapon of the Challenge in 
their hands, some of the town 
planners have been making wild 
statements about outdoor adver- 
tising. But reasonable elements 
in local government are taking a 
more realistic view of the situa- 
tion. 

The latest issue of The Muni- 
cipal Journal strikes a sensible 
note in its editorial: “. . . those 
of us in local government who 
have had bestowed upon us the 
power and right of challenge 
might do well to pause a 
moment and examine carefully 
where we stand. 

“Let us ask what it is motivates 
our use of these powers. Is it the 
desire to use Our powers, on the 
assumption that they were given 
us to be used? In other words, 


control for control's sake? Or do 
we have strong personal feelings 
about outdoor advertisements? 

“Just as We regard rearmament 
as an insurance against threats to 
peace, so should we regard our 
powers in the control of outdoor 
advertisements. They give us 
the opportunity of negotiating 
from strength.” 

If the planners accept this 
advice and negotiate rather than 
regulate, it will be possible for 
satisfactory arrangements with the 
outdoor industry to be made 
throughout the country. 

= 


Beekeepers are being urged by 
their trade associations to go all 
out with advertising to popularise 
honey as part of the daily diet. 
Proposed lines of sales talk are 
that athletes train on honey, while 
racehorses fed on honey are 
achieving remarkable results! 

= = = 


Comics may become 
big new medium 


IGURES published this week 

should encourage the devel- 

opment of children’s comics as an 
advertising medium. 

A pamphlet issued by the 
Child Care Commission states 
that actual sales of comics are no 
guide to their influence. 
copy, it is asserted, is “read by as 
many as 10 or 20 children.” 

The successful launching of 
Eagle by Hulton’s, followed by a 
spate of announcements of plans 
for similar publications, was a 
good indication of the shape of 
things to come. The field is un- 
limited. According to The Times, 
comic strip magazines form the 
only reading matter of American 
troops in Korea, and padres state 
that young British soldiers spend 
most of their Sundays in bed 
reading U.S. comics, 

More British comics, with more 
advertising, are obviously on the 
way. 

—_— — = 


In July and August 
“Advertiser's Weekly” carried two 
articles dealing with overseas 
advertising costs. One called for 
an increase in agency remunera- 
tion. The other said—by all 
means, but for extra money there 
must be extra service. Now an 
1.1.P.A. standing committee is to 
investigate the whole problem of 
charges for overseas campaigns. 


ROUND TABLE 


take effect, and include present address in full as well as new address. 


Tm 


THE NATIONAL MAGAZINE CO. LTD. 


28/30 GROSVENOR GARDENS, S.W.! 
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Miss Smith is 29 and unmarried. Earns £400 a year as secretary to 
a business executive. Goes to work by tube and, like two out of 


three other women tube travellers, never reads in the train, but — 


she sees the sites 


and takes in what's on them. 


* Over |,000,000 owned by British Transport 


Every day millions of people of every age, every income group and every occupation 

see some of these million sites—on buses, trains, stations, vans and elsewhere. 

They may not all be travellers but, somewhere, somehow, sometime, they see the 

sites. Have you introduced yourself to these people . . . told them what you make 
. why it’s good . . . where to get it? If not, ring up or write — 

The Commercial Advertisement Officer, BRITISH TRANSPORT COMMISSION 

Cranbourn Chambers, Leicester Sq. Station, Landon, W.C.2. Phone: Temple Bar 3490 


SCOTTISH OFFICE: 7 CASTLE TERRACE, EDINBURGH. PHONE: EDINBURGH 31021/2 
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ON 


T would have done some of 

the political party organisers 

a world of good to spend a 
few evenings in my lamentably 
unpolitical pub during the last 
This is what they 
would have found: 

After the news was finished and 
comments had been words. 
made about the weather forecast, 
time would come for the 
political broadcast. The speaker political speakers 
would be announced, and would 


uttered decided his fate 
—thumbs up or thumbs down. 


CUTTING 
THE CACKLE 


People talk about the value of 
microphone technique, broadcast- 
ing personality and so forth, and 
very valuable they certainly are. 
Yet there are very few speakers 
indeed whose manner, however 
colourless or unsympathetic, will 
cause people to switch off if their 
matter is gripping from the first 


In this election, as in the last, 
approximately two-thirds of the 


failed to realise this, and in my 
The first fifty mind’s ear I could hear the click- 
click of hundreds of thousands of 
wireless sets being turned off in 
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Halifax investment Services 
LIQUID FUNDS 67.000 000 


HEAD OFFICE : HALIFAX, YORKS 
Branches and Agencies throughout the 


Ordinary Shares at 21% 
yield a net sum of £2.10:0 
on every £100. Quickly 
redeemable = full face 


BUILDING SOCIETY 
SY, FAWCETT STREET. 
SUNDERLAND. 


or any of the principal agents. 


unpolitical pubs and floating-vote 
homes before the speaker even 
got into his stride. 

There are exceptions, of course, 
and if Mr. Churchill began his 
speech by reciting the longer 
catechism I am sure everyone 
would listen to the end. His 
speech did in fact begin very un- 
excitingly, and in my pub, at any 
rate, if it had been anyone but 
Churchill we should have 
switched him off. It would have 
been our loss, of course, but we 
like our attention to be gripped 
firmly from the start. 

My goodness how I should 
have liked to get to work with a 
blue pencil on some of those 
speeches! From nearly every 
one of them I should have re- 
moved the first paragraph, and 
nobody but the speaker would 
noticed that anything was miss- 
ing. No sense would have been 
lost, no argument forfeited. 

And now we come to the pill 
so deeply buried in all this gild- 
ing. Whenever you have written 
a piece of copy or you have to 
approve anybody else's, begin by 
seeing what happens if you 
simply cross out the first sentence. 
However witty or pungent it 
seems, you will be surprised how 
often there is not only no harm 
but a power of good. Try to 
think of all those wireless sets 
being switched off because the 
first words of a speech were not 
sufficiently startling or gripping 
to make people want to listen a 
little longer and see what’s com- 
ing next. And then think of the 
readers whose eyes can so easily 
be tempted into the reading- 
matter next door or the exciting- 


Three random examples of what 
Copytaster calls. advertising 
schizophrenia. 


looking advertisements on the 
next page. 
* * * 


ONE IMAGINES that the out- 
standing example of advertising 
schizophrenia must be the build- 
ing societies. On the one hand 
they want to borrow money from 


Review of 
Advertising 
by 
COPYTASTER 


investors and promise - them 
attractive rates of interest, while 
on the other hand they want to 
attract borrowers and persuade 
them that the interest is so small 
that it is hardly worth discussing. 
The two tasks seem, on the face 
of it, to be mutually exclusive, 
and the dreary lack of imagina- 
tion in most of the advertisements 
shows that either the copywriters 
are being held on a very tight 
rein or they themselves are un- 
comfortably aware of the pre- 
dicament. 

The obvious solution, of 
course, is a co-operative cam- 
paign. If the Conservative Party 
are returned to power, and set to 
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CCURIST WATCHES 

BOB MARTIN’S PRODUCTS 

BOOTS PURE DRUG CO. LTD (National and Medical) 
BROWNS OF CHESTER LTD 

CABLE MAKERS’ ASSOCIATION 

CHUBB SAFES & LOCKS 

CIRO PEARLS 

CIVIL DEFENCE (C.O.1.) 

LI-LO (.B. COW LTD) 

DORVILLE SUITS & DRESSES 

DURESCO PAINTS 

THE ECONOMIST 

FERRANTI RADIO AND TELEVISION 
GENERAL SERVICES (LONDON) LTD 

JOHN G. HARDY LTD (TWEEDS & WORSTEDS) 
ILFORD FILMS 


IMPERIAL CHEMICAL INDUSTRIES LTD (METALS & FERTILISERS) 


KARDOMAH COFFEES AND TEAS 
LILLEY & SKINNER SHOES 

MALDANO COCKTAILS (GALE LISTER & CO. LTD) 
MANN’S BEERS 

MARTIN’S CIGARETTES 

NATIONAL INSTITUTE FOR THE BLIND 
NEWMARK WATCHES 

R.IVELATION SUITCASES 

ROBREX (J. & J. COLMAN) 

ROTHMAN CIGARETTES 

GEORGE ROWNEY & CO. LTD 

SUNDOUR FABRICS 

THE BRITISH DRUG HOUSES LTD 


*VIYELLA’, ‘DAYELLA’ (WILLIAM HOLLINS & CO. LTD) 


WHITAKER’S ALMANACK 
YOUTHLINES (W.B. CORSETS) 
INC DEVELOPMENT ASSOCIATION 


Our clients are a pretty mixed bag. How mixed you can see 
from the list above and even more, perhaps, from the two 
illustrations. A is for Accurist Watches; watches which have 
a reputation as high as any in the land. Sound and consistent 
advertising has helped in the building of that reputation. 

But what about the old-fashioned brass bulb horn that goes 
with Z? That comes from an advertisement in which its dated 


EVERETTIS ADVERTISING LTD 10) 


HERTFORD STREET LONDON Wi ° 


ADVERTISER'S WEEKLY 


iVERETTS 
A GOOD 
AGENCY 

Y ALL 
ACCOUNTS 


charms were contrasted with a contemporary and efficient 
zinc-die-cast windtone horn. An advertisement for which we 
were responsible on behalf of the Zinc Alloy Die Casters 
Association. 

Look down the list. You will recognise many well-known 
names. Everetts Advertising, we modestly affirm, has helped 
to make them well-known. 


TELEPHONE GROSVENOR 3477 
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Information regarding climate may not 
concern YOU, but many manufacturers are 
very interested. 


conning tle Touinces 


gives just these facts, together with more than 


16,000 


other items of marketing 


information for \ 


70 Towns and Districts. 


Don't forget to refer to 
your copy when you 

are planning or 

considering a campaign! 


NORTHCLIFFE NEWSPAPERS 
GROUP LIMITED 


R. H. Penney, Advertisement Director 
Carmelite House, London, E.C.4. 


Telephone: Central 6000 
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Review of Advertising—continued. 


work building 300,000 houses, of 
which many or most will be for 
sale, an educational campaign 
about the way to obtain a mort- 
gage, the amount of deposit likely 
to be required (with hints on how 
to raise it), and any other infor- 
mation would be almost a public 
service, And it should be remem- 
bered that the industry collec- 
tively—with no society mentioned 
by name—can be much more 
forthright, much more persuasive 
and informative, than any indivi- 
dual society could care to be. 

And not only that! I can see 
no reason at all why the self- 
same campaign should not con- 
tain advertisements pointing to 
the wisdom of investing in build- 
ing societies, probably with pic- 
torial graphs showing how steady 
the value of the shares has been, 
and how comforting it is to know 
that one’s investment is secured 
by solid bricks and mortar. 

No doubt there are difficulties; 
there always are. But just look 
at these advertisements (p. 130)— 
typical of many more, and all 
saying virtually the same thing. 
They are so small, and they ap- 
pear so infrequently, that blind 
faith rather than scientific reason 
must prompt their appearance. 
Yet if they were all combined 
into one advertisement it could be 
big and powerful and persuasive. 
Isn't it high time the building 
societies got together? 


* * * 


ALMOST ALL MY life I have 
been hearing the alleged 
aphorism that you cannot sell 
cosmetics by negative advertising 
—or at any rate that you cannot 
sell very much. From time to 
time I have been as impatient as 
one always should be about such 
unproven laws, but instinct and 
perhaps a trifle of reason tell me 
that this one may well be true. 

About their appearance, 
women are incurable optimists. 
In spite of their looking-glass and 
in spite of the fact that no man 
has ever turned his head for a 
second look at them they go on 
persuading themselves that some- 
where there is someone or some- 
thing to make them beautiful. In 
their heart of hearts they know 
the horrid truth, but they put it 
away and slam the door on it 
and go on hoping. Even women 
copywriters and account execu- 
tives, who know to the nearest 
tenth of a penny the cost of a 
lipstick or a pot of cream, admit 
that they feel more gay and self- 
confident and suspect themselves 
of being more attractive when 
they use a half-guinea lipstick or 
five-guinea scent. 

Only when a'woman’s heart is 
young and gay do such extrava- 
gances come easily to her. To 
frighten her and strip her of this 
shining armour of optimism is 
surely very dangerous indeed, for 
on this subject of attractiveness 
and beauty she wil! perform the 
most astounding mental gymnas- 
tics rather than give up her day- 
dream. At worst she may take 


an active dislike to the person 
who threatened her peace of 
mind, and, even more likely, she 
may simply stop up her ears and 
refuse ever again to listen to him 
or read the advertisements that 
were so disturbing. 

That is the argument of the 
never-be-negative school, and 
although it is based on a whole 
string of bold assumptions it 
seems to me to be believable. 

Coty evidently have no doubt 
about the matter. Technically 
this is a gem of an advertisement, 
and the negative touch is so 
feather-light, so diplomatic, that 
this thinnest of ice may not give 
way where a heavier style would 
cause catastrophe. 

The speed with which the copy 


TS 


ROR THE 
| CRITICAL 
YEARS 


How many years to 40?) s-ye=— 
es 

en a a Se, 

an cor cattle btn meee! Ie 

ee eee ee 

rots Satie Siens 

sep Ciesla Bihan. 


This advertisement deserves to 

succeed in exorcising the old 

aphorism that negative advertising 
does not sell cosmetics. 


changes from alarm and warning 

to reassurance and promise is 

brilliantly effective. Listen to 
this:— 

How many years to 40? 
Lines. Fine lines, feint, almost 
invisible as yet. Will they deepen 
into wrinkles when forty comes? 
Lines need never deepen. Gener- 
ously present in Coty Condition- 
ing Cream are special, firming, 
age-defying oils. To round t 
skin. Hold it up. Defeat dry- 
ness. Defy shrinkage. This 
cream is blended conscientiously 
and responsibly. Use it respon- 
sibly. Night after night. Face. 
Neck. Shoulders. Keep your 
skin smooth and creamy. Keep 
it firm and rounded. Always. 
You cannot analyse copy like 

that; you can only say that even 

if the little trick of punctuation 
is discounted and discarded and 
it is made into half a dozen 

grammatical sentences it has a 

magic in jt that few copywriters 

achieve more than once or twice 
in their lives. It deserves to suc- 
ceed in exorcising the old 
aphorism, and I hope it does. 
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‘sDaddy can fix it’? 


James Cameron started building models when 
he was a lad of ten. Today his boyhood hobby 
has become his business too, for he is ins 
charge of the model engineering department 
of an Edinburgh West End store. And in his 
cosy little flat in Oxford Street, Edinburgh, are 
many examples of his skill as . designer. 
No wonder his four-year-old son Ronald 


brings him his toys to fix with such confidence. 


Like so many young couples with a promising 


future ahead of them, the Camerons are regular 
readers of the Sunday Pictorial. For the 
Sunday Pictorial with an average weekly net 
sale of 5,082,814 (June 1951) goes into a 
tremendous cross-section of the homes of 
Great Britain on the best advertising day of 
the week. 

Space in the Sunday Pictorial is particularly 
economical too. Its square inch per thousand 


rate of .70d. is only 9.4% higher than in 1939. 


Sunday Pictorial 
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Giants 


in their true colours 


Giant photographic enlargements in true 
full colour by Autotype always have an 
impressive, dynamic effect. As a focal 
point of interest they command attention— 
as a background or ceiling they give 
greater depth and height to any display. 
Coloured faithfully by hand in oils or 
water colours the result is brilliantly 
rich and deep. And the bigger 
the job the better Autotype like it— 
they produce photographic prints 
up to the size of about three 
ordinary houses placed end to 
end! Here is an organisation 
rich in experience, backed 
by every type of special 
equipment and technical 
“know-how”, ready to 
help open up new fields 
of achievement for the 
creative designer 
and display producer. 


Most of the really 
good enlarge- 
ments are made 
by Autotype 


ways: 


limited only by the imagination of the designer. 


explains how Autotype giants are made. Please 


AUTOTYPE. 


The Autotype Company Limited, Brownlow Road 
West Ealing, London, W.13 EALing 2691-2-3 


ask for a copy. 


na giants can be used by most industries in so many different 
n all sizes, singly or in groups, or as a montage. Scope is 


“Are you interested in giants?” is the title of a little folder which 


DVERTISERS generally 
are, of course, well aware of 
the provisions of Income Tax 
law in relation to their adver- 
tising expenditure, but this 
understanding is by no means 
universal outside advertiser 
circles. In view of pending 
litigation to determine the inter- 
pretation of the law in border- 
line cases where a “political” 
element may be involved, it may, 
be timely to outline the position 
in so far as it is now established. 
Despite assertions to the con- 
trary sometimes heard, advertising 
expenditure undertaken exclu- 
sively to promote the business of 
the advertiser, or his products or 


The pending income tax appeal 
involving the “Mr. Cube” anti- 
nationalisation campaign has 
focused attention on tax law as 
it affects advertising. This 
article surveys its provisions 
and implications from that 
point of view. 


services, is an allowable expense. 
and it is allowable 100 per cent. 
The advertising appropriation is 


deductible from profit before 
arriving at taxable profit. 
The advertiser is not even 


called upon to prove that the ex- 
penditure is necessarily incurred 
—al] he need show is that it has 
been incurred. 

This statement must, however, 
be made with one qualification. 
It holds good only on a defini- 
tion of advertising that excludes 
anything falling within the cate- 
gory of capital expenditure. For 
example, the erection by an ad- 
vertiser of a hoarding or a metal 
sign advertising the firm and ‘ts 
products, creates a permanent or 
semi-permanent physical asset. 
This would fall within the same 
category as the expense of instaii- 
ing new plant or building an ex- 
tension to a factory. It is capital 
outlay, not an ordinary running 
expense. The money so ex- 
pended must be found from tax- 
able profit, though allowances for 
depreciation can, or course, be 
claimed as for any other physical 
asset. 

The present satisfactory posi- 
tion has not been reached without 
argument. During and immedi- 
ately afler the war, there wer: 
instances in which the Inland 
Revenue authorities did query the 
necessity for the amount spent on 


How Income Tax Law 


Applies To Advertising 


Octoper 18, 1951 


By C. D. Rant 


advertising of scarce or rationed 
commodities. This was at a time 
when a high rate of Excess Pro- 
fits Tax constituted a temptation 
to extravagant spending, which 
the authorities not unnaturally 
felt it their duty to discourage. 
But, though possibly right by 
standards of public interest, they 
were wrong in law, and when 
challenged had to admit it. 

There was also a tendency to 
dispute the allowance of total 
advertising outlay in respect of 
any one year on the ground that 
such advertising created a lasting 
gooawill that might be regarded 
as an enduring capital asset. That 
advertising does create goodwill 
no one will deny, but again the 
law was shown to give no war- 
rant for penalising the advertiser 
on this score. 

Only one serious attempt nas 
been made in recent years to alter 
the law to the detriment of ad- 
vertiscrs. That, as will readily 
be reca'led, was Mr. Dalton’s ill- 
starred proposal, in 1947, to dis- 
allow SO per cent of all advertis- 
ing expenditure, except for ad- 
vertising in trade or technical 
journals wholly or mainly circu- 
lating overseas. This was with- 
drawn by Mr. Dalton’s successor, 
Sir Stafford Cripps. after business 
interests, led by the F.B.L, had 
convinced him that it was both 
inexpedient and impracticable 
and had undertaken temporarily 
to limit consumer goods adver- 
tising by a voluntary scheme. 


The Case Of 
“Political” Ads. 


When advertising expenditure 
is incurred by a business for what 
may be considered “political” 
purposes, doubt regarding its 
admissibility as an expense does 
arise. Recent campaigns by cer- 
tain industries with the object of 
rousing public opinion against 
nationalisation are cases in point. 
The Commissioners of Inland Re- 
venue have ruled that the cost 
of the Tate & Lyle campaign, 
featuring “Mr. Cube” was wholly 
for trade purposes, and therefore 
allowable, but the Inland Re- 
venue authorities have asked the 
Commissioners to state a case for 
an appeal to the High Court. To 
discuss the pros and cons wou!d 
be interesting, but inadvisable as 
the matter is still sub judice. If 
an appeal does come before the 
High Court, it will constitute a 
test case of far-reaching impor- 
tance, in view of the large sums 
that have been and are being 
found by industrialists to publi- 
cise the merits of private enter- 
prise as opposed to State owner- 
ship or control. 
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BUYING COMES EASY WHEN THE 
ILLUSTRATED LONDON NEWS 
HAS DONE THE SILENT SELLING 


If a campaign is to influence public opinion towards 
the aims and achievements of a great Industrial 
concern there is no British publication to surpass 
The ILLUSTRATED LONDON NEWS. 

On a cost and coverage basis The ILLUSTRATED 
LONDON NEWS justifies a high position on 
your media list, for the) reason that, apart from 
the cost, you acquire home and world-wide prestige 
which cannot be assessed in terms of money. 

Your campaign will be stronger and more effective 
if you nominate the use of The ILLUSTRATED 
LONDON NEWS. Your announcements 
would keep uncommonly good company with 
advertisers whose products are known in every 
civilised country in the world. 


THERE IS NO SUBSTITUTE FOR THE 


ILLUSTRATED LONDON NEWS, THE 
FIRST ann GREATEST ILLUSTRATED 


NEWSPAPER IN THE WORLD 


W. J. COWAN, Advertisement Manager, Ingram House, 195-198 Strand, London, W.C.2. Tel. TEMple Bar 5444 
MANCHESTER OFFICE : 55, Market Street Tel. Blackfriars 4109 
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The MUNICIPAL JOURNAL anc 


let this powerful medium carry your advertising 
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> every buyer in the local government market 
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i current AUTUMN FASHION 
| 


NUMBER is one of the best issues 


the much-complimented SKETCH 


f has produced for many a day. We 


would like you to see it. If you have 


not already done so, please advise 


the advertisement manager, Geoffrey 


Phillips, at Temple Bar 5444. 


SPRING—MARCH 12: AUTUMN—OCT. 8 
CHRISTMAS NUMBER—MID-NOV. 
CHRISTMAS SHOPPING—NOV. 19 

Be sure to use these four special numbers in 1952. 

They will sell good quality merchandise to the young 

and uncommonly responsive “Sketch” audience. 


ee 


GEOFFREY PHILLIPS, 


ADVERTISEMENT MANAGER, 
HOUSE, 19§-198 STRAND, LONDON, W.C.2. TEMPLE BAR $444 
MANCHESTER OFFICE: §§5 MARKET STRHET. TEL. BLACKFRIARS 4109 
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| ADVERTISING AGENCY ORGANISATION—2 


HE Planning function of 

an advertising agency, in 

its operative sense, takes 
in on the one hand, the market- 
ing considerations, and on the 
other the application of adver- 
tising to them. You have to 
arrive at answers to these 
questions: 

What is it we have to try to do? 

Who and where are the people 
we wish to reach? 

How can we best reach them? 

What do we want to say to 
them? ; 

The answers will give you an 
advertising policy, an advertising 
theme, the media you ought to 
use. They will clearly define the 
job for the creative people, make 
their work of idea-finding far 
easier—and much more exhilarat- 
ing—than any amount of thrash- 
ing about in the dark, however 
inspired. 


Interpreting The 
Client’s Problem, % 


Here the account executive 
turns, as it were, towards the 
agency organism and acts as ex- 
ponent of the client’s problem. 
Brought into the picture at this 
stage should be the media man, 
the research man (or his report 
and interpretation) and (for infor- 
mation) those creative men, copy 
and visual, who will work on the 
account. 

The media man’s job ought to 
go a long way beyond mere 
space-buying. He must, of 
course, be a keen buyer and a 
shrewd judge of values; but 
above that, he must be in a posi- 
tion to determine the right 
medium to reach a_ particular 
public with a particular type of 
message. He must not only 
know people but how they read 
and react to media. Finally, he 
has to combine a knowledge of 
product, public and media values 
so that he can make the selec- 
tion which will best suit the pro- 
blem at hand, within the limits 
of an appropriation which too 
often has already been fixed. 
Work like this demands not 
merely first-class experience along 
its particular line but an intellec- 


tual appreciation of the signifi- 


Trouble Begins With The 


Creative Function 


By C. G. QUETTON. 


Last week Mr. Quetton discussed the “fact-finding” 

function of an agency. Here he goes on to suggest 

how an agency can best be organised to fulfil its 
planning and creative functions. 


cance of the job. A man who is 
up to this standard should 
obviously be at director level. 

It will be seen that the basis 
of all advertising planning must 
be facts. A lot (though not all) 
of the preliminary fact-finding 
would come into the category of 
research. A good job of research 
is relatively expensive, and an 
agency large enough to have a 
continuous flow of such work 
finds it economical to operate its 
own research organisation. Smal- 
ler agencies may be obliged to 
put the work out to one or other 
of the independent research 
organisations. Whether done 
from outside or inside the agency, 
however, this work only provides 
statistics, and to make practical 
use of them they must be inter- 
preted as marketing facts. Some- 
times the advertiser does this 
himself; but even if he does, the 
agency must have the capacity to 
do the same thing, and the 
agency’s interpretation is often 
more useful to the advertiser be- 
cause it will take into account the 
advertising implications. 

Somewhere in the organisation, 
therefore, there must be a man 
with this analytical-constructive 
capacity. He may be among the 
agency's management (perhaps at 
its head) or possibly an account 
executive; or a large enough 
agency will have a specialist on 
the job. 

Whoever he is, he must know 
or learn enough about research 
(and its limitations) first to 
plan it broadly and then to size 
up its findings in terms of pro- 
duct, consumer and advertising 
problems. Such a man might at 
any time have to meet clients on 
equal terms, and thus he, too, 
might well have at least director 
status. 


Planning Committees 
Are A Waste Of Time 


That, roughly, is the planning 
function. The people who take 
part in it are of course working 
members of the agency. In a few 
agencies such people meet regu- 
larly as a “planning committee” 
or board. This arrangement is 
probably rather wasteful of time 
(because problems don’t arise with 
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THE 
PRACTITIONER 


The Leading Monthly Medical Journal 


FOUNDED 


On October 1, 1951, The Practitioner published 
its 1,000th number. Since 1868 the journal has 
presented to the medical profession the latest in- 
formation on advances in treatment. It circulates 


almost exclusively to doctors in active practice. 


In spite of continuous rising costs every endeavour 


is being made to avoid an increase in subscription 


and advertising rates. 


Paid Circulation—20,000. Page Rate £40 


CHAS. T. LAWRENCE 
Advertisement Manager 


5 BENTINCK STREET, LONDON, W.1 


Phone WELBECK 0121 (3 iines) 
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Always start at the top in Sweden! 


When tackling the Swedish market, don’t start half-way 
down and work your way laboriously to the top. Start 
right at the top by selling to SVENSKA DAGBLADET’S 
readers—and the rest will follow. 


Apart from the fact that in this way you will reach your 
best customers—those with the highest incomes—by the 
shortest route and at lowest cost, your goods will also 
share the prestige of Sweden's most famous newspaper. 
Remember that Sweden is a country where social position 
still counts and the example set at the highest social level 
is followed by all who can afford it. 


This is one reason why in 1950 SVENSKA DAGBLADET 
carried considerably more columns of national advertising 


than any other Swedish newspaper. 


: SVENSKA DAGBLADET 


represented by 


JOSHUA B. POWERS LTD. 


14 COCKSPUR STREET, LONDON, S.W.! 


SCREEN PUBLICITY WITH A PUNCH! 


ERE is the ideal setting for your Screen Advertising : a regular cinema 
screen feature enjoying popular acceptance. ‘SIGNS OF THE TIMES’ 
presents all the attention-gripping interest of a NEWSREEL — it has both 
animation and sound. The advertiser's ‘solus position’ is preceded and 
followed by News, Humour, Sport and Travel stories, and this background 


of sustained interest ensures the undivided 
attention of an audience of millions, in highly 
receptive mood. 


PRODUCED THROUGHOUT 
IN FULL TECHNICOLOR 


cINEMA 
Avuoble 

LIKE IT 
WALLACE PRODUCTIONS LTD Wallace Centre. 8 Berwick St WI. / Gerrard 2639 


Group of the Association of Specialised Film Producers 
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| Trouble Begins With The Creative Function— continued. 


any regularity), and may tend to 
develop into a mere formality. 
The practical method is to co-opt 
the necessary individuals for each 
specific job. rs the make-up 
of the meeting to fit the agenda. 


The Creative Side 


The organisation of its creative 
work (which can mean every- 
thing down to E roof stage) is one 
of the most difficult problems an 
agency has to face. Most good 
creative work is the result of the 
closest collaboration of a group 
of specialists—copy, layout, etc. 
Where the main members of the 
groups are also principals of the 
agency, this collaboration is al- 
most automatic. In theory it 
looks simple enough to multiply 
these groups of specialists to keep 
pace with expanding business. 

This is just where organisa- 
tional troubles really begin. Your 
second and subsequent groups 
ought to be—as nearly as pos- 
sible—as good as the first; if they 
are not, responsibility for deci- 
sions will increasingly be thrown 
back on the principals. The 
groups themselves will then 
gradually fall into the position of 
“stooges” using no thoughts of 
their own, and producing work 
which never really satisfies either 
clients or the agency itself. This 
is one of the commonest causes 
of agency decline. 

Many agencies, frightened by 
this kind of development, have 
gone to the other extreme by set- 
ting up isolated copy, layout and 
subsidiary creative departments; 
routing jobs from one to another 
in order, and co-ordinating the 
work by requisitions issuing from 
(probably) an account executive 
who finally takes the finished job 
and presents it. 

This kind of set-up can be 
organised to function as smoothly 
and efficiently as any manufac- 
turing machine, and can be relied 
on to produce advertising that 
has “‘machine-made” stamped all 
over it. It may even have 
character, but it will be the 
character of the agency; whereas 
what the advertiser wants is a 
character identified with his pro- 
duct—and still more, with its 
marketing problem. 

Most agencies which feel they 
ought to give more than perfunc- 
tory service have worked out 
creative organisms which lie 
somewhere between the extremes. 
Although different agencies have 
arrived at differing solutions, the 
fundamental aim is the same—to 
combine start-to-finish collabora- 
tion with reasonable flexibility. 
What will be outlined below is 
in the nature of an average. 

Collaboration is got by estab- 
lishing a team, which basically 
must consist of account executive, 
copy and layout functions; other 


people will be co-opted or drawn 
on as necessary; but the three- 
man nucleus will be practically 
continuously working together on 
one or a small group of accounts. 


This may not represent all the 
account-executive’s interests. 
other accounts he may be associa- 
ted with different copy and layout 
individuals. The calibre and 
qualifications of the account exe- 
cutive will govern his relationship 
to the group. An “all-round” 
man with executive and, say, 
commercial or media ability 
would act simply as chairman 
and co-ordinator. A man with a 
creative background and perhaps 
marketing imagination might 
actually lead the group in a more 
constructive way; and much of 
the best advertising is probably 
the result of this kind of com- 
bination. 

Recruiting for these teams will 
be from specialist departments 
—copy, layout, typography, and 
where necessary, research, media, 
finished art and so on down the 
production scale. The co-ordinat- 
ing factor is the account execu- 
tive, who is interested in the job 
from start to finish; and to this 
end he should have his own 
routine staff—which might be no 
more than a knowledgable secre- 
tary or might run to a number of 
assistants—perhaps some of them 
in training for future executive 
jobs. 


Copy Chief’s Real 
Job Is Not Writing 


A copy department’s head may 
or may not be a working copy- 
writer in the set-up, depending on 
the size and administrative needs 
of his department. His real job, 
however, ought to be not so much 
to write, or even edit, copy (which 
would eventually produce the 
stamp of similarity on everything) 
as to raise the level of quality, to 
organise the supply of facts and 
to make sure the requisite colla- 
boration exists. 

The job of a layout depart- 
ment’s head can be.similarly de- 
fined; but in practice the scope of 
his work is a good deal further- 
reaching. Once copy is agreed 
it can only be interpreted in type- 
setting. Layout, on the other 
hand, is interpreted finally in the 
whole finished appearance of the 
advertising. The layout depart- 
ment, therefore, effectively must 
direct not simply rough visuali- 
sation but also typography, illus- 
tration, blockmaking. If the lay- 
out chief is the sole capable 
arbiter in these he will be over- 
worked and quality will suffer. 
Each layout man assigned to a 
group must therefore be picked 
with his art-directive capabilities 
in view as well as mere layout- 
capacity; and one of the layout 
chief’s main jobs will be to pro- 
mote this wider scope of respon- 
sibilities among his personnel, 
by criticism and training. 

For men of suitable calibre and 
experience to hold down the re- 
sponsible head copy and visuali- 
sation-department jobs, director 
status is pretty clearly indicated 
(even if not an actual seat on 
the board). 
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Dual 


Personality 


Above, Mr. Smith, director of a firm of 

builders whose name and fame is national : 

below, Mr. Smith, quite prominent (locally) for his 
knowledge of amateur theatricals. 

Both Mr. Smiths are the same Mr. Smith — 

and Mr. Smith, like so many leaders with an 
industrial empire to guide and an absorbing spare- 
time hobby, relies on “ The Listener” to keep his 
outlook catholic and his intelligence keen. 

You can meet both Mr. Smiths through the pages 
of ‘*The Listener’’. The amateur impresario 

is a well-to-do citizen who wants the best for 


himself, his family and his home: as one of the 


leaders of the building industry he is a buyer on 
a princely scale in a market that ranges from 


nails to excavators. 


The Listener 


Member of the Audit Bureau of Circulations 


For readers who think, thinkers who read 


All enquiries to: Head of Advertisement Department, 
B.B.C. Publications, Broadcasting House, Portland Place, London, W.1. 


Higham Advertising 
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ver criterion it is assessed 


irculation—yes <@ Top A.B.C. circulation among general magazines. 
Readership—yes 4p readership among general magazines 
olour-yes 4 op colour advertising medium. 


We : Only magazine or newspaper to offer a 
©, er vice-yes 4 complete merchandising service. 


"Post must rank among. 


cae yes <@ More advertisers rely on Picture Post than any other medium. 


A -—yes <@ Editorial reputation and influence higher than ever before. 


Bm Onfidence—yes rte Porson. ON SNS sPRonstions 


Every major advertising campaign so far launched in 1951 
yes * appeared in Picture Post. 


. S ADVERTISER IN BRITAIN USES PICTURE POST DO YOU P 


_ a] a 


six x chief advertising media | 
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FIGURES 
THAT SPEAK FOR 
THEMSELVES 


1939 41,000 copies weekly 
1947 = 60,536 
1949 69,715 


1950 71,325 
1951) 74,325 (au) 


L951 75,000 (sce 


What more can you want from a Journal that is 
steadily on the increase? There is more—a lot more. 


@ A nation wide coverage. 


®@ A circulation greater than all other 
British medical weeklies combined. 


@® Proved pulling power. 


@ ‘Read by one of the most influential 
sections of the public. 


@ Backed by the British Medical 
Association. 


In the British Medical Journal you have a must for 
every advertising scheme. Add the British Medical 
Journal to your schedules and make them more 
productive. 


BRITISH MEDICAL JOURNAL 


Published every Saturday 
THE JOURNAL OF THE BRITISH MEDICAL ASSOCIATION 


% Those wishing to receive a copy of the new pamphlet “‘ Medical Media for 
Advertisers” which gives full details of the sixteen medical publications published 
by the British Medical Association, should apply to the Advertisement Director, 

British Medical Association, Tavistock Sq., London, W.C.1. Tel.: Euston 4499. 
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By a Correspondent in the Pharmaceutical Industry. 


ADVERTISER'S WEEKLY 


How The N.H.S. Has Affected Advertising 
Of Ethical Proprietary Medicines 


This article discusses the advertising of ethical proprietaries, as advertised in professional journals, 
not that of branded medicines advertised direct to the public. It outlines the effect of the National 
Health Service on the prescription of and demand for “ethicals”, and concludes that “ethicals” 
have more than held their own. In the first year of the Service they were ordered in 20 million 
prescriptions. A number of new firms have entered the field, however, and this has led to in- 


creased advertising. 


Effectiveness of this advertising for “ethicals” has been enhanced by the 


conditions under N.H.S. Readership of the main medical journals has increased and direct mail 


and elsewhere the term 

“ethical proprietaries” has 
now been universally accepted 
as denoting those branded 
medicines which are not adver- 
tised direct to the public (other 
than by modest displays in 
chemists’ shops) and which are 
sold mainly or exclusively on 
prescription. To reduce still 
more the possibility of confusion 
with publicly advertised proprie- 
taries (formerly known as 
“patent” medicines) many 
manufacturers prefer to describe 
their products as “ethical speci- 
alities’}. In this article they will 
be referred to simply as 
“ethicals”’. 


Before the introduction of the 
National Health Service in July 
1948, the market for ethicals was 
circumscribed by the fact that 
under the National Health Insur- 
ance scheme expensive prescrib- 
ing was effectively discouraged 
and because the large number of 
doctors who supplied medicines 
to their private patients at an 
inclusive fee had every induce- 
ment to exercise economy in the 
choice of drugs. Of the 70 million 
N.H. prescriptions dispensed 
annually by chemists only about 
5 per cent were for ethicals. 
Prescriptions for private patients 
amounted to 20 millions per year 
with ethicals in much larger pro- 
portion—possibly 20 per cent. 
Thus the total sales on prescrip- 
tion amounted to some 74 million 
units; in addition, direct sales 
were made to hospitals and to 
doctors for use in their practice. 

The National Health Service 
made “free” medicine available to 
the entire population and with- 
drew dispensing from all but a 
smal] minority of doctors, i.e. 
3,000 or so practising in rural 
areas. The result was an immedi- 
ate and substantial increase in 
prescriptions dispensed by 
chemists. In the first year of the 


I: the pharmaceutical trade 


Service the total was 173 millions; 
in the current year the total is 
likely tg rise to nearer 250 
millions. 

How have ethicals fared in this 
expansion of the market for 
prescription medicines? 

In the pharmaceutical industry 
there were gloomy prognostica- 
tions about the effects of a feared 


extension of the “panel” tradition , 


of cheap medicine over almost 
the whole field of dispensing. To 
counter the expected restrictions 
on the prescribing of ethicals, 
many manufacturers increased 
their advertising appropriations, a 
course in which they were en- 
couraged by the marked prefer- 
ence shown by doctors and the 
public ‘or reputable proprietary 
brands and not least by jhe assur: 
ances of the Minister of Health 
that the new service aimed to 
provide the highest possibile 
standards of treatment. 

In the event, ethicals have 
more than held their own and in 


has, moreover, 
steadily improved and in 1951/2 
is expected to reach no less than 
40 millions. 

Another factor which has con- 
tributed to the increased adver- 
tising of ethicals has been the in- 
cursion into the market of new 
firms and new products, With 
the virtual disappearance of the 
dispensing doctor some concerns 
which specialised in the supply of 
preparations designed for his use 
have turned their attention to the 
marketing of ethicals. Other 
firms have been tempted to estab- 
lish themselves jn this field by the 
well publicised expansion in 
demand. 


Ad 


_ With the changed conditions 
induced by the National Health 
Service was associated an en- 
hanced effectiveness of advertis- 


Enhance Effectiveness of 
vertising 


ing. Although representatives 
found doctors even busier than 
before and therefore less inclined 
to spare time for interviews, the 
question of placing orders did not 
arise and the former dispensing 
doctor was more favourably dis- 
posed to prescribe ethicals for his 
patients now that the expense was 
to be borne by the State. 
Similarly, direct mail advertis- 
ing produced greater response 
since the great majority of 
doctors, and not merely those 
with a non-dispensing practice 
among the well-to-do, were now 
potential prescribers of ethicals 
on a wide scale. Readership of 
the main medical journals has in- 
creased because of jnterest in the 
controversies which have en- 
livened their colamns from the 
inception of the Service.» 


Campaign Against 
Proprietaries 

The extent of the demand for 
medicines under the National 
Health Service, and the preference 
shown for proprietaries, appar- 
ently took the authorities by sur- 
prise, and in the first year the 
estimated cost of the pharmaceu- 
tical services was greatly exceeded, 
The pricing bureaux were unable 
to keep pace with the flood of 
prescriptions and consequently 
the machinery for checking “over- 
prescribing” by doctors—which 
had enabled a strict control to be 
kept under the National Health 
Insurance scheme—was no longer 
able to function effectively. 

In July 1949 the Central and 
Scottish Health Services Councils 
appointed a Joint Committee on 
Prescribing, under the chairman- 
ship of Sir Henry Cohen, a distin- 
guished physician “to consider 
and report from time to time 
whether it is desirable and prac- 
ticable to restrict or discourage 
the prescribing by practitioners 
giving general medical services 
under the National Health Service 
Acts of 1946 and 1947, of 

(1) drugs and medicines of 


doubtful value or of unethical 
character; 


(2) unnecessarily expensive 
brands of standard drugs.” 


In their first interim report to 
the Ministry (which has not been 
published) the Committee recom- 
mended that a letter should be 
sent to all N.H.S. doctors and 
hospitals asking for co-operation 
in reducing the cost of the drug 
bill, particularly by refraining 
from prescribing expensive brands 
of proprietary drugs where a 
satisfactory unbranded substitute 
was available. This letter went 
out in January 1950. 


No Absolute Restriction 


The Second Interim Report of 
the Cohen Committee was pub- 
lished as a White Paper in July 
1950. The Committee (with one? 
dissentient) concluded that ring 


the responsibility for prescribing 
should rest solely with the pre- 
scriber” it was undesirable that 
medicinal qn advertised 
direct to the public (i.e. “of un- 
ethical character”) should be 
prescribable under the Service. 
This was, however, qualified by 
an earlier statement emphasising 
that under no _ circumstances 
should there be an absolute res- 
triction on the prescribing by a 
general practitioner of any y a 
which in his opinion was neces- 
sary for the treatment of his 
patients. 

The Ministry of Health acted 
promptly upon this recommenda- 
tion by drawing up a list of pro- 
prietary medicines “advertised to 
the public” and arranging for its 
circulation to every N.H.S. doctor 
in Great Britain. 

In an announcement to the 
trade the Ministry explained that 
in applying the recommendation 
of the Cohen Committee it was 
not intended to prevent the pre- 
scribing of preparations which 
were advertised only so far as was 
reasonable to bring them to the 
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use the 
journal 

read by over 
30,000 
nurses & 
first-aiders— 


“FIRST AID & 


NURSING” 


reaches the first aid and nursing person- 
nel and organisers of the 
BRITISH RED CROSS SOCIETY 
ST JOHN AMBULANCE BRIGADE 
BRITISH RAILWAYS 
NATIONAL COAL BOARD 
LONDON TRANSPORT 

—E SERVICE DEPARTMENT 

LICE 
INDUSTRIAL CLINICS 


erc. ETC. ETC. 
| ee enemwone Manager will be 
to send you a specimen copy and 
ee rates. Phone MONarch 
i, or write to 32, Finsbury Square, 
London, £.C.2. 


» = 
_—_ 


: EVERY 
PHYSICIAN,§ SURGEON, 


and 


GENERAL PRACTITIONER 


who subscribes to 


MEDICINE ILLUSTRATED 


>» Has a lively interest in the 
present and future of medicine 
» and surgery. 


) Medicine Illustrated has estab- 

* lished its reputation as the 
foremost modern medicai 
journal by reason of its con- 
ception of the requirements of 
present day busy doctors. 


@ Authoritative original articles 
by eminent members of the 
profession. 


@ Practical contributions on 
diagnosis and treatment. 


@ Profuse illustration with 
good clinical photographs. 


It is the quality of the circula- 
tion which makes Medicine 
Illustrated an invaluable 
medium for advertising to the 
profession. 
Rates and specimen copy from the 
advertisement manager. 
MEDICINE ILLUSTRATED 
212 Shaftesbury Avenue, W.C.2 
Tel: Temple Bar 3087 
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ADVERTISING ETHICAL PRODUCTS—continued 


| 
| notice of the following classes of 
person: 

(a) hospital authorities; 

(b) registered medical practi- 
tioners; 

(c) registered nurses; 

(d) registered pharmacists 
and authorised sellers of 
poisons; 

(e) persons carrying on a 
business which includes the 
sale or supply of surgical ap- 
pliances; 

(f) registered dental practi- 
tioners; 

(g) registered veterinary sur- 
geons. 

Subject to this reservation, 
“advertise” was deemed to include 
all publicity by Press, radio, 
poster, film and direct mail, the 
publication of booklets, leaflets 
and pamphlets (except instruction 
leaflets enclosed with a package) 
and even the use of letter and 
account headings. A display of 
goods with a small showcard 
could, however, be made in 


chemists’ shops without involving 
classification of the product as 
“publicly advertised.” 

In effect, therefore, a ban 
has been placed upon the use 
within the National Health 
Service of proprietaries other 
than ethicals. 


Effect On Advertising Policy 
In the case of the great majority 
of proprietaries advertised to the 
public there was, of course, no 
question of altering advertising 
policy since sales on N.H.S 
prescriptions represented only a 
negligible proportion of turnover. 
Those firms,who depended mainly 
on prescription sales but who also 
carried out advertising on a 
modest scale direct to the public 
felt obliged, however, to discon- 
tinue this part of their publicity 
and in consequence many space 
bookings were cancelled and ar- 
rangements made to withdraw 
booklets designed for distribution 
to the public. 
A very real dilemma confronted 
| a minority of important firms 
with products enjoying a wide 
| demand both on prescription and 
on sale over the counter. The 
decision taken by some has been 
to continue advertising both to 
the public and to the medical 
| profession, relying upon the 
| reputation and outstanding nature 
of their products for continued 
prescription demand. 

At least one manufacturer has 
| recently solved this problem by 
| the simple expedient of introduc- 
| ing his product under a different 
| name for supply under the 

National Health Service. 

Under this new name the pro- 
| duct is being advertised only in 
| the professional journals and 

there is no impediment, from the 
point of view of the first recom- 
mendation of the Cohen Com- 
| mittee. to its being freely pre- 
| scribed under the Service. At 
| first glance it may be thought 
| that this is a questionable pro- 
| cedure. Surely, however. it is a 


perfectly reasonable course of 
action in the circumstances and 
one which does not conflict with 
the Cohen Committee's intentions 
either in the letter or spirit. The 
ban on publicly advertised pro- 
prietaries owes its justification to 
the contention that such advertis- 
ing constitutes an appeal to the 
public over the heads, as it were, 
of the medical profession, and 
has been imposed with the main 
object of protecting the doctor 
from the importunate demands of 
his patients. The doctor will 
still be able to refuse any 
requests for this product which 
are stimulated by public advertis- 
ing. On the other hand, if he 
wishes to prescribe the product 
on his own initiative he will be 


Department of Health for Scot- 
land accepted these recommenda- 
tions and it is likely that efforts 
to achieve reductions jn the prices 
of particular ethicals will shortly 
be made by the Ministry by direct 
approach to manufacturers. Ad- 
vertising represents a significant 
part of the total cost of ethicals 
and it is very probable that in 
these price discussions the 
Ministry will assert that the cost 
of advertising should not properly 
be a charge on the taxpayer. It 
will therefore be incumbent upon 
manufacturers to instil into the 
Ministry mind a true conception 
of the contribution of advertising 
towards reducing production costs 
and the service rendered in par- 
ticular by the advertising of 


In effect, a ban has been placed on the use 
within the Health Service of proprietaries other 
than ethicals. At least one manufacturer has 
resorted to the expedient of introducing his 
product under another name, so that he can 
supply it under the National Health Service. 


able to do so under the name by 
which it is ethically advertised 
and marketed. This experiment 
will no doubt be watched with 
considerable interest by other 
manufacturers and if the example 
is followed there will be increased 
opportunities for ethical adver- 
tising. 


— Classification Of Ethicals 3 

It remains to consider the 
other and—to the manufacturers 
of ethicals—the most vital 
recommendations of the Cohen 
Committee and the likely effects 
of those recommendations upon 
advertising. After studying a 
representative selection of some 
50 proprietaries it was suggested 
that a convenient classification 
could be made into six categories. 
“New drugs of proved value, not 
yet standard” (i.e. not incorpor- 
ated in the British Pharmacopeeia, 
the British Pharmaceutical Codex 
or the National Formulary) 
should be freely prescribable. 
Non-standard preparations which 
in the Committee’s view have not 
been proved of therapeutic value, 
and combinations of these with 
preparations not accepted as 
therapeutically superior to stan- 
dard preparations should not ve 
freely prescribable. 

Preparations in the other three 
categories (representing the main 
body of ethicals) should be pre- 
scribable subject to “satisfactory 
arrangements for price being 
made between the Hewolth Depart- 
ments and the manufacturers.” 

The Ministry of Health and the 


ethicals to the doctor and in con- 
sequence to the patient. 


It must be recognised, however, 
that in the face of this Govern- 
ment pressure some price conces- 
sions will have to be made. More 
particularly will this pressure be 
felt where heavy advertising is 
necessary to withstand competi- 
tion from standard drugs and in 
such cases the manufacturer may 
decide to leave the ethical market 
alone and promote the sales of 
his product to the public. Other 
manufacturers will be confronted 
with the unpleasant necessity of 
making economies and it may 
well be that advertising appro- 
priations will come first under 
scrutiny. 

It would be a grave mistake, 
however, for manufacturers to 
relax their promotional efforts at 
this time. 

The medical profession is 
jealous of its prerogatives and its 
members are steadfast in support 
of the principle that they alone 
have the right to determine what 
is best for their patients. Where 
a manufacturer has a superior 
product to offer he should declare 
it and if in doing so he should be 
able to counteract the prejudice 
against a branded name so much 
the better. Prestige advertising in 
the medical and pharmaceutical 
journals and by direct mail can 
also do much to support the sale 
of ethicals upon the proceeds of 
which depend the research and 
development which have contri- 
buted so greatly to medical pro- 
gress in recent years. 
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Reach the nurses with 


influence through 
the 


NURSING 
TIMES 


Official journal of the 
Royal College of Nursing 


(largest association of trained nurses 
in the country) 


Published weekly by 
MACMILLAN & CO. LTD. 


St. Martin’s Street, London, W.C.2 
WHlitehall 8831 


for space buyers 


Q. Is there a medical journal designed especially 
for the general practitioner, exclusive to those 
actively engaged in practice ? 


A. Yes—the MEDICAL WORLD (weekly). 


Q. Is there a publication with a guaranteed 
coverage of established G.P.’s (including all those 
in the N.H.S.) which produces exceptionally good 
results for its advertisers ? 

A. Yes—the MEDICAL WORLD NEWS- 
LETTER (monthly). 


Further particulars from :— 
E. T. C. HOSKING, ADVERTISEMENT MANAGER, 


MEDICAL WORLD, 56 RUSSELL SQUARE, W.C.1 
Tel: MUSeum $626/7/8. 


Specialised 
Medical Advertising 
atits best... 


THE 


BRITISH 
MEDICAL BULLETIN 


(Published by THE BRITISH COUNCIL) 
65 Davies Street, London, W.1 


is an authoritative journal; its 3 issues a year are 
circulated to hospitals, libraries, universities, research 
institutes, specialists, general practitioners, etc., in 
many parts of the world. 
An elaborate publicity campaign in the medical press, 
the 36 Overseas Agents, and all the Council’s Repre- 
sentatives abroad, combine to ensure an ever-widening 
circulation. 
A special subject is dealt with in each issue, and the 
general readership of this Bulletin makes it a most 
excellent medium for the advertising of all medical 
and surgical products and equipment. 
Write for rates and full details to: 
Advertisement Manager 
ERIC LITTLE 
60 Hornsey Rise, London, N.19 
ARChway 1432 


ESSENTIAL PUBLICATIONS 


for the Medical and Dental professions 


The periodicals published by John Wright & Sons are 
all leaders in their particular specialties, with reputa- 
tions built up by the standard of the articles and the 
quality of production, supported of course by the 
announcements of discriminating advertisers. 


THE BRITISH JOURNAL OF SURGERY 
Acknowledged to be the outstanding general surgical journal in the 
world. Fully illustrated in line, half-tone, and colour. Now 
published six times a year. 63s. per annum, single copies 12s. 6d. 


THE JOURNAL OF 
THE FACULTY OF RADIOLOGISTS 


New quarterly now in its third year. 
Its authoritative articles are fast securing for this journal an inter- 
national reputation. 42s. per annum, single copies 1 


THE MEDICAL ANNUAL 


The next issue carly in 1952 will be the 70th, and its popularity 

remains undiminished. Indeed as a reference work it is consulted 

throughout the year so that advertisements have an unusually long 
life. 27s. 6d., 25s. by subscription. 


THE DENTAL PRACTITIONER 


A new monthly, which was immediately accorded an enthusiastic 

reception by all branches of the profession—surgeons, technicians, 

manufacturers, laboratories, and dental nurses. Modern in style 
and fully illustrated. 2Is. per annum. 


Please apply for specimens and rate cards to 
the publishers, as below 


JOHN WRIGHT & SONS LTD., BRISTOL 
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BOVRIL STANDS ALONE 
ON NATIONAL SOLUS SITES 


For more than thirty-five years the famous Bovril posters have been 
appearing on National Solus Sites. Bovril, Ltd. were among the first 
to appreciate the value of National Solus Sites, and today, like 
many other great advertisers, they find that a poster standing clear of 
competitive advertising does a better selling job. There are 
National Solus Sites in every town of importance in England and Wales; 
whatever the scale on which you advertise, National Solus Sites will 


give your product the prominence it deserves —at a lower cost. 


NATIONAL SOLUS SITES LIMITED 


MEMBERS OF THE SOLUS OUTDOOR ADVERTISING ASSOCIATION LTD. 


56/60 STRAND, LONDON, W.C.2. ° Telephone: TRAfaigar 4922-3-4 
DIRECTORS: T. A. ALLAM (Managing Director), S. £. CARTER, P. W. FELTON, R. H. LAWSON 
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OUTDOOR ADVERTISING 


STUART LEWIS LOOKS AT POSTERS 


WANTED: MORE 
*THEATRE’ 


LAST-MINUTE look at 

the South Bank Exhibition 

impressed me more than 
I expected. Inside the pavilions 
some of the exhibits were a little 
dusty; outside, the bold facades 
and terraces were rain-smeared. 
Yet the whole thing glowed with 
a warm and friendly person- 
ality, and to me, at least, it was 
still the same wonderland of 
sense and nonsense. The show, 
having run for 150 days, was 
good theatre to the last. 

Let us hope that many British 
poster designers have caught the 
spirit of the Exhibition and takea 
its lesson to heart. For after all, 
“good theatre” is not a bad 
criterion by which to judge a 
poster design. Just as a play can 
be made or marred by its pro- 
duction and a ballet by its décor, 
so the most mundane poster- 
message can be rendered in- 
tensely dramatic by its presenta- 
tion—or damnably dull. 

The Financial Times poster 
(illustrated last month) has just 
this “theatrical” quality. The 
open newspaper merging into a 
pair of pin-striped trouser legs, 
the incongruously red brief-case, 
the streaky background with its 
curious effect of depth—all com- 
bine to evoke the kind of excite- 


aed 


TAYLOR WALKER. 
for cheerful houses 
and very good beer 


A very good poster, but presenta- 
tion does not do full justice to 
the idea. 


ment one feels at the first glimpse 
of an impressive drop-scene or a 
memorable film-shot. 

Compare with this the Taylor 
Walker poster carrying the sen- 
sible slogan “Taylor Walker for 
cheerful houses and very good 
beer.” Here, indeed, is a very 
good poster, but I somehow feel 
it is not as effective as it might 
have been, that the presentation 
does not do full justice to the 
idea. The “animated” house has a 
cheerful smile and-an arm to raise 
its glass of cheerful beer. In fact 
the picture illustrates the slogan 
very adequately, the colour 
scheme is pleasant enough, the 
lettering is clearly displayed and 


legible. This poster is bright, : 


By “orchestration of colour” 
Nescafé have produced a remark- 
able job. 


sociable and reassuring—all that 
a pub poster should be. But it 
lacks that extra “something” in 
colour or design which makes 
one look and linger and which 
sometimes even induces a momen- 
tary inner glow—rather like the 
first swig of strong ale on a frosty 
night. 
~ * - 

I COULD say, truthfully but 
pointlessly, that the new Nescafé 
poster is in three colours, red, 
blue and yellow. And no one 
would be any the wiser. I could 
add that the background is mostly 


prussian blue, that the name 
Nescafé is superimposed in a 
bright yellow, and that a large 
lacquer red cup of coffee appears 
in the lower half of the poster. 
And still the reader would have 
no clear notion of the force 2f 
this remarkable job. 

For here the artist has played 
no tricks with illustration, desiga 
or lettering. He has achieved his 
effect by a far more difficult 
method—which Lovat Fraser, I 
believe, described as _ the 
“orchestration of colour.” He 
has not only used a red, a blue 
and a yellow that are exciting in 
combination; he has combined 
them in dramatically effective 
proportions. If the yellow 
“Nescafé” had been larger and 
the red cup smaller, the whole 
design would have suffered. As 
it is, this poster will dominate its 
neighbours on ninety-nine hoard- 
ings out of a hundred; proving, 
incidentally, that there is no need 
to assault the eve with monster 
packs and sledge-hammer letter- 
ing in order to gain attention, 


* * * 


Ir SEEMS THAT the National 
Savings Committee have aban- 
doned the best appeal they ever 
used. I refer to the fine senti- 
mental-selfish theme “Everyone 
has someone worth saving for.” 
This slogan could be exploited 
for years and made the basis of 
powerful propaganda. It is a 
“natural” for any advertising maa 
with the necessary flair and 
imagination. But now, in the 
Press and on posters, we are faced 
with an uncomfortable, almost 
embarrassing alternative. 

At the risk of being branded as 
a dangerous Red, I am obliged to 
say that “Lend Strength to 
Britain” is a pretty feeble peace- 
time appeal. Of course, the vast 
majority of people would like to 
see Britain strong and secure—but 
are they prepared to save their 
pennies to this end when they 
know that pounds will be taken 
from them if pounds are needed? 
Will a heroic statue rouse them 
to action at a time when no 
bombs are falling but prices are 
rising at a terrifying rate? I 
think not. 

To sell Savings at this moment 


(Continued at foot of poge !53) 


| THE POSTER...| 


of Stuart Lewis appears on 
this page. 
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Discriminating 
Sspace-buyers 
specify B.E.T. 


for outdoor advertising 
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we 


advertising 
CTT 


The Advertising Department 
THE B@.-8.4- FERDTRATTIO A LTD. 
88 Kingsway, London, W.C.2. Telephone: Holborn 7888 
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OUTDOOR ADVERTISING 


Challenge: Planners May Be Met 
With Heavy Compensation Bills 


HE Kingston-upon- 
Thames Borough Council, 
it was reported in ADVER- 
TISER’S WEEKLY recently, has 
decided to take no action on 
the challenging of existing adver- 
tisements until the Minister of 
Local Government and Planning 
can give some guidance on the 
question of compensation to 
advertisers and owners of sites. 
It will be interesting to read 
the answer of the Minister, as this 
is a problem that has been per- 
plexing many people, both in the 
outdoor advertising industry and 
in local government. 
As Kingston Council points 
out, the owners of the site and 
the advertising contractors are 


Local authorities may be faced 
with a stiff bill for every 
site successfully challenged, if 
the reading of the law in this 
contributed article is correct. 


chiefly concerned. The site owners, 
of course, constitute a substan- 
tial number of interests and their 
aggregate income from agvertis- 
ing sites runs into large figures. 
The exact number of “showings” 
of posters throughout the country 
is not known, but it was estimated 
in 1939 that the total space in 
the United Kingdom, owned or 
hired by the contractors, was 
400,000 standard 16-sheet double 
crowns, To-day, the figure is pro- 
bably not very far short of 
500,000. Most of this is hired; 
that is to say, some landowner 
(or house-owner, which is the 
same thing for this purpose), is 
drawing a rental for practically 
every advertising site. 

Sections 31 and 32 of the Town 
and Country Planning Act, 1947, 
which govern the outdoor adver- 
tising industry, are silent on the 
subject of compensation due to 
the site owner in the event of a 
decision which puts an end to an 
advertising site for which he is 
drawing a rental. 

What Section 32 does say, how- 
ever, is that where for the purpose 
of complying with the Regula- 


tions, advertisements are re- 
moved, the person who carries 
out the removal shall be entitled 
to claim from the loca! planning 
authority “compensation in re- 
spect of any expenses reasonably 
incurred by him.” Compensation, 
under this sub-section is only 
payable in respect of the removal 
of any advertisement which was 
being displayed on January 7, 
1947. 


This section, be it noted, deals 
only with the compensation 
which may be due to the person 
who has carried out the removal, 
which, of course, will practically 
always be the contractor. It says 
nothing about compensation due 
to the site owner. But the sec- 
tion is part and parcel of Part 
lll of the Act, in which there 
are specific or important refer- 
ences to compensation. These 
show clearly that Parliament has 
provided the local planning 
authority with power to require 
the discontinuance of any use of 
land or impose conditions for its 
continuance, or require that any 
buildings or works on the land 
should be altered or removed, 
and to pay compensation. The 
only stipu'ation is that the order 
shall not take effect unless it is 
confirmed by the Minisier. 
Further, Section 27 provides that 
ii any person has suffered damage 
in consequence of the order by 
the depreciation of any interest 
in the land, or is disturbed in his 
enjoyment of the land, the local 
planning authority is to pay him 
compensation. 


of Part Ill, is that where a land- 
owner or houseowner, is to be 
dispossessed of a rental or privi- 
lege which he has legally en- 
joyed, he should be compensated. 

If so much is admitted, the 
next point to consider is on what 
basis compensation is to be 
granted. Generally the courts 
follow the rule that compensation 
means that a landowner has the 
right to be put, so far as money 
can do it, in the same position 
as if his land (or income) had 
not been taken from him. “In 
other words,” it was ruled in a 
recent case, 


TEMPLE BAR 2468 © 112, HIGH HOLBORN, Ww. C. 


“he gains: the right 


to receive 4 Money payment not 
less than the loss imposed upon 
him in the public interest.” 

How heavy the burden can be 
on local authorities can be seen 
by the process of simple arith- 
metic. If a local authority wants 
to close down twenty sites, 
averaging a rental of £10 a year, 
the landowners are deprived of 
£200 a year. Compensation on 
the basis of a twenty years’ pay- 
ment would be £4,000. 

The advertising contractor also 
is definitely entitled to something. 
By Section 31 he is expressly en- 
titled to recover from the local 
planning authority expenses rea- 
sonably incurred in removing an 
advertisement. Even assuming 
the worst from the contractor's 
point of view, that he can obtain 
no more than expenses, the 
burden on a local authority can 
be heavy indeed. The contractor 
would most certainly be entitled 
to his labour costs, and there is 
excellent legal authority for 
arguing that he would also be 
entitled to include fees for the 
preparation of preliminary sur- 
veys, plans, and fees for profes- 
sional advice. Indeed, even if he 
were to raise a bank overdraft 
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to meet the actual expenses in- 
curred, he could charge the bank 
interest! 

By analogy, it can be strongly 
contended that the advertisement 
contractor is entitled to compen- 
sation as well as to his expenses. 
Number 32 of the 1948 Regula- 
tions, provides that in cases in 
which consent for the display of 
an advertisement is modified or 
revoked, the person who incurred 
the expenditure is entitled to 
compensation for that expendi- 
ture, as well as for loss or 
damage. 

It is true that this Regulation 
is dealing only with those cases 
in which express consent has 
been given, and then has been 
revoked or modified, but in prin- 
ciple, there is no real distinction 
between such an advertisement 
and one which was being dis- 
played before January 7, 1947. 
Advertisements displayed before 
that date were being displayed 
by permission, either of a local 
by-law in some cases, or by the 
general law of the country. They 
had all the “consent” that was 
required at the time, and now if 
the consent is to be modified or 
revoked, they are as much en- 
titled to it as an advertisement 
enjoying the new type of consent. 

All in all, it would seem: 

(1) That in any case site 
owners are entitled to com- 


(2) That contractors are en- 
titled to expenses on a scale 
that must alarm local planning 
authorities, and 


compensation for their loss, as 
well as for expenses. 


The reply to Kingston's incuiry 
is awaited with interest 


STUART LEWIS LOOKS AT POSTERS 
(continued from page 15!) 


in history is no easy task and J 
am sure that many new appeals 
have been considered. But I am 
equally sure that patriotism is not 
enough. 

* * * 


HURRYING THROUGH a passage in 
the Underground | caught sight of 
a poster with the headline “Loved 
by 10,000,000 Women.” It adver- 
tised the Valentino film and I felt 
it was a good headline for the job. 
The next day I saw a poster with 
the headline “Loved by Women” 
and was somewhat surprised to 
find that it advertised Tide. Even 
more surprising was the flight of 
insinuating storks carrying packets 
of the product to unknown 
‘destinations 


This, surely, is the puzzle poster 
of the year. No doubt it is a 
development of the “love” theme 
used in another poster for the 
same product——but what on earih 
does it mean? Are women ex- 
pected to identify a household 


product, however dear to their 
hearts, with their unbora 
children? Is it just a whopping 


piece of whimsy. Or has some- 
one decided that the very word 
love, even out of its context, con- 
quers all? 

Goodness knows it must be 
hard enough to get a new angle 
on soaps and detergents, and Tide 
are making valiant efforts to be 
different. The best of luck to 
them, But let them beware of the 
horse laugh. 


| © (General Manager 
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Fine quality Silk Screen 
printing. 
Point of sale Display 
made by craftsmen. 


Stove Enamel Signs 


\ for home and export. 
NboS : 
; ~PaeSieaR GA. SHANKLAND.LTD. 


; Limited Grafton Works, N.W.S. 
"PUBLICITY HOUSE. CORNWALL STREET. BIRMINGHAMS |G_U L LIVER 5595 
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WHEN 
FLUORESCENT COLOURS 
ARE REQUIRED 


WHATEVER 
RESTRICTIONS 
specify 
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Screen and Water Soluble 
Brush types available 


there may be on the use of posters tends 
to make them more, rather than less, 
remunerative in use. The brevity of 


Poster Advertising, its time of appeal and 
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illustrative capacity make it more than 


Ideal for Outside and Indoor Display. ever a profitable medium. 
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ShKeldons It4 


Established 1840 


Shade cards, prices, etc., enquire :— 
CHEKMIAN SILKS LTD 
45, POLAND STREET, MANCHESTER, 4 


Phone: Collyhurst 2565 SHELDON HOUSE, QUEEN STREET, LEFDS | 
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Transportation Advertising Stories 


ADVERTISER'S WEEKLY 


How Slix Made A Big Impression With 
A Small Appropriation 


HE Slix Girls have become 

an integral part of London 
life. A trip down the escalator 
into an Underground station 
somehow would not be the 
same without their refreshing 
presence. 

But most people do not realise 
that these figures are part of 4 
very successful poster advertising 
campaign, a campaign which is 
a fine example of what can be 
done with only a limited appro- 
priation. 

About three years ago Slix Ltd, 
first discussed with the London 
office of F. John Roe Ltd., a plan 
to start advertising to the con- 
sumer for the first time. They 
had already’ been regular users 
of trade journals, but other than 
editorially, had never appealed 
direct to the public. The amount 
of money they were able to devote 
to the new departure was jimited. 

The problem facing the agent 
and advertiser was how to get 
maximum impact and brand 
acceptance with this sum. 


‘**Americanised,” But 
Softer And Lovelier 


Both client and agent quickly 
reached agreement that a simple, 
colourful, pictorial presentation 
would best tell the story—a direct 
“Americanised” approach but 
with a softer, lovelier, English 
interpretation. To do this on 2 


~SLIX 
| eppee! 


SWIM WEAR 


limited appropriation it was de- 
cided to cover London only and 
to concentrate on one medium— 
the London escalator and lift 
panels. It was argued, and subh- 
sequent results have borne out the 
validity of the reasoning—-that by 
thus concentrating the campaign, 
the name “Slix” could best be 
made known and accepted. This 
would, in fact, be a “little 
national scheme” limited only in 
area. 

In order to further sustain the 
impression jit was necessary io 
use top-class artwork and to 
maintain interest by continuity. 

An illustration and a simple 
slogan against a plain white back- 
ground was considered to be the 
most effective use of this parti- 
cular medium. 

The conception was agreed in 
principle by the agent and artist 
Ostrick was commissioned to pro- 
duce the first Slix girl. Show- 
cards were also made from the 
finished poster and istributed to 
stockists, e 

The first Slix Girl made her 
debut in the Spring of 1949 and 
alternating between Swimwear 
and Lingerie, has been appearing 
ever since. 

To sustain interest. teaser 
posters were introduced for a few 
weeks between the summer and 
winter appeals—it was found that 
a certain amount of public antici- 
pation as to whether a redhead, 


) § LI \ appeal 


a blonde or a brunette would de 
the next Slix Girl, kept the appeal 
fresh. 

The scheme has been to use the 
lingerie poster—it has featured 
nightware until this year, when 
day underwear is being shown— 
from October to early March. 
This is followed by a teaser for a 
month or so. The summer swim- 
wear poster follows, from the 
beginning of April to the end of 
August, and the year’s cycle is 
completed with another teaser to 
introduce the next winter's poster. 


Continuity 
Is The Keynote 


The amount of money being 
spent on this campaign is in no 
way commensurate to the impact 
it is achieving. The keynote of 
this success is continuity. There 
is a poster out all the time, and 
although there are four changes 
a year, the continuity is rmain- 
tained by the similarity in style. 
There has been create¢ for in- 
stance, a certain type of facial 
structure common to each Slix 
girl, whatever the colour of her 
hair. 

After nearly three years, peopice 
from all over the country are still 
writing, calling and otherwise let- 
ting Slix know how popular their 
advertising is. At the same time 
the sales curve has been rejoicing 
heartily. 
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LINGERIE 


The last three posters in the Slix campaign give an indication of the approach used. The “girls” are 


printed by photo litho. 


Swimwear is featured in the summer months, and lingerie in the winter. 


Inter- 


spersed between the “girls” are silk-screened “teasers” such as the one in the centre above. 
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VICK INVITE 
TUBE CROWD 
TO SCRIBBLE 


TONIGHT! 
Clear that 


FOO e ee eeeeeeeeeeeeren, 


TO doubt backed by experi- © 
ence from last year’s poster 
campaign on the London Under- 
ground, is the current poster for 
Vick. The scribbles that nor- 
mally find their way on to access- 
ible posters are incorporated in 
the design to put over individual 
sales points. 

In general conception, the 
poster follows the one put out 
during last winter’s flu epidemic. 
It is hoped that the scribbles will 
attract and interest the person 
waiting for the train or with a 
few minutes to spare. 


One of the sketches shows an 
envelope with a keyed Vick 
address on it, with the words 
“write for free sample.” No 
great response was anticipated 
since the product is already in so 
many homes. Furthermore, in 
this case, the reader has to 
memorise the address. But in the 
first few days a surprisingly large 
number of applications have been 
received. 


Lambe & Robinson (agents for 
Vick), who designed the poster, 
thought the “scribbles” might 
encourage other people to make 
their own additions, but so far, 
few more than normal numbers 
of scribblers have been attracted. 
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Photographic realism and colourful screen 
printing add to the effectiveness of this 
striking display for Weston-super-Mare 


j /, 7 
PCOY AdveRTIsING.. 


At DESIGN - DISPLAY: SCREEN PRINTING 


46 BROADMEAD BRISTOL! » tel. BRISTOL 26817 - 20460 
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WCHESTER BILLPOSTING CO.L7? 


29 BOOTLE STREET - DEANSGATE »- MANCHESTER 2 


Bulletin Service 
at 


Poster Prices 


PADDINGTON 0186/7 


PADDINGTON ADVERTISING COMPANY 
37 SPRING STREET, W.2 


Octoper 18, 1951 


OUTDOOR ADVERTISING 


Commentary 


HERE is no denying the fact 

that the Outdoor Advertising 
Industry Advisory Committee has 
been doing valiant work in sup- 
port of the poster industry. By 
constant contact with the Plan- 
ning Ministry and local planning 
officers and their representative 
bodies they have managed, if 
nothing else, to get accepted the 
idea that advertising matters to 
the community, that it must be 
considered as a factor by any 
planning officer intending to chal- 
lenge a site. 

An example of how advertising 
benefits from these efforts—which 
have been going on for three years 
now—has recently come our way. 
Larlier this year a deputation from 
O.A.LA.C. met a number of lead- 
ing members of the County Councils 
Association and explained the diffi- 
culties which were arising because 
there is no common standard by 
which amenity can be judged. They 
told the County Councils Associa- 
tion that they were anxious to work 
together closely with the planning 
authorities, but that some general 
principles should be worked out at 
national level. 

The County Councils Association 
asked the Committee to prepare a 
note on any general principles 
which could usefully be circulated. 
At a subsequent meeting, this note 
was accepted and circulated un- 
altered. 

The theme of this memorandum 
is eee. Local authorities 
are “asked, primarily, to discuss any 
objections with the O.A LA.C. If, 
for example, it is proposed to sub- 
mit to the Minister draft orders 
for designating an area as one of 
special control, the committee sug- 
gest that much time and trouble 
may be avoided by prior discussion. 
Equally, it is suggested, advertisers 
should consult their local planning 
authority informally before apply- 
ing for consent to erect a new site. 
The planning officer might well be 
able to suggest modifications which 
would make the project acceptable. 
In the same way, agreement might 


YOUR FACE 


be reached by consultations prior to 
formal challenge procedure. 

Finally, the memorandum states: 
“If local planning authorities decide 
to adopt a general policy with 
regard to advertisements in their 
area it is to be hoped that this will 

> of a constructive nature and 
will not be allowed to develop into 
the formulation of inflexible rules 
involving automatic refusals in the 
case of certain types of advertise- 
ment or siting.” 


*% * * 


HILE on the subject of the 

Challenge, there was a very 
pointed story-with-a-moral in . a 
recent issue of The David Allen 
Newsletter. A posterman was 
driving with friends outside the in- 
dustry through a small market 
town; on the approach road they 
saw a gable carrying several 16- 
sheets. The site looked as if it had 
not had attention for some con- 
siderable time. 

“My friends,” said the storyteller, 
“are not anti-bill-posting, but they 
made it quite clear that they con- 
sidered it a disgrace, and I had no 
option but to agree. Other sites 
which we passed in the town were 
in first-class condition.” 

But of course, as he rightly 
points out, the bad site will be 
remembered and commented upon 
whenever opportunity arises. The 
good ones go unnoticed. 

A chance for a spot of good 
public relation by individual poster 
men, it seems. And, of course, a 
chance for the contractors. 

ut need one say more? 


* * * 


) #— year a few poster con- 
tractors displayed “Come to 
Church” posters in this country. 
They were examples of posters that 
have had a wide showing in U.S.A. 
and Canada. Now a number of 
48-sheets have been printed in this 
country at the instigation of 
Howard Cook, of Star Solus Sites, 
Bradford. Several firms have 
started to display these posters. 
They include Accrington Billposting 


New sign in Piccadilly Circus. 
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This man, who is working at Harse Brothers, behind 
the New Inn, St. Aldates Street, is meking a cricket 
ball. The firm of Harse Brothers has been making 
cricket balls and sending them to all parts of the world 
since 1871. And this is only one of Oxford’s many 
unusual industries. They range from fancy pottery to 
harpsichord manufacturing. But Oxford is not 
restricted to these smaller specialist crafts: there are the 
vast Nuffield industries which send Morris, M.G. and 
Wolsley cars all over the world, the Pressed Steel Com- 
pany’s broad acres of factory space employing 9,000 
workpeople in the production of car bodies and 
refrigerators, and many well-known book printing 
firms have their presses in and around Oxford. The 


University is no longer Cxford’s ‘main industry’! So 
besieged is it by these thriving industries and their 
working population, that the college wits now refer to 
their position as “The Latin Quarter of Cowley’. 
THE OXFORD MaAIL (evening) and THE OXFORD 
TIMES (weekly) though featuring all the activities of 
the University and read by its lecturers and students, 
cater mainly for the large working community which 
represents large spending every week. And they are 
read regularly by these people. Make no mistake: 
these Oxford papers are not published solely for 
professors, dons and undergraduates. They reach 
also the 125,000 people who live and work in and 
around Oxford. 


THE OXFORD MAIL 


(NET SALE 41,201 A.B.C.) 


THE OXFORD TIMES 


(NET SALE 32,868 A.B.C.) + 


P.S. Oxford's near neighbour THE NORTH BERKS HERALD & DIDCOT ADVERTISER 
(Net sale 6,246 A.B.C.) published at Abingdon and Didcot every Friday, is the established weekly 
covering Harwell (Atom City) and the residential areas favoured by its scientists. 


ERNEST LUMSDON: London Advertisement Director 


WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LTD. 


167-170 FLEET #TREET, LONDON, E.C.4 TEL: CENTRAL 3265 


Manchester Office: 
MIDLAND BANK HOUSE, CROSS STREET, MANCHESTER 2. TEL : BLACKFRIARS 3930 


Leeds Office: 
RUSSELL 


MERRION STREET, LEEDS 2. TEL: LEEDS 24998. 
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Place 


The 
Media | — 
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Time 
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LONDON OFFICE: 85 Fleet St., E.C.4 
Members of the Audit Bureau of Circulations since 1932 


Build up your Sales 
in the SOUTH 


Hampshire, Isle of Wight 


and West Sussex 


EVENING NEWS 


PORTSMOUTH 


HAMPSHIRE TELEGRAPH 


and POST 


Plan NOW to secure 
regular representation 
in this important area 


Because of their unrivalled influence and popularity, 
these newspapers are first-class salesmen—they go 
straight into the home with your message. No 

campaign can be complete without them. 


Telephone: CENtral 2845 
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Steet ha es 


HIGHEST GRADE 
CLEAN © SHARP 
CRAFTSMANSHIP 


wore 


OWCARD Ds 4 
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SILK SCREEN ARTS L™> 


97 SHIRLEY ROAD. CROYDON 
ADODISCOMBE 3147-6 


SPEEDY SERVICE 
\ EXPRESS / 
DELIVERY 


**DAY-GLO? PRINTERS 


an 
AN 


(NEWS) 
OPSA DATA 


DISPLAYS 
STUDIO LTD 
EALING 3362 


AL AHRAM 


regrets to announce 


made to maintain 


the number of issues 


this step obligatory. 


GEORGE YOUNG 


while every effort will be 


schedules and to publish the 
number of insertions ordered 
by advertisers, it is now im- 
possible to give any guaran- 
tee or undertaking in respect 
of either. Drastic restrictions 
in the nunfber of pages and 


mitted each week have made 


All Particulars on Middle East Press from 


OVERSEAS PUBLICITY & SERVICE AGENCY [> 
NO. Fleet St.London.£04 Cen. 549467870 


that 


date 


per- 
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Co., Advertising Sites, David Allen 
& Co., Borough meg -y S— 
Buxton ees © 0., Jas vey, 
Geneeet Billposting Co., Aberdeen, 
Hill & Sherwin, Leigh Poster Ser- 
vices, Macclesfield Billposting Co., 
Manchester Poster Services, Samuel 
Miles, Mills & Rockleys, Padding- 
ton Advertising Co., heldons, 
Solosigns, and, of course, Star Solus 
Sites. 

Much favourable comment has 
been forthcoming from both Church 
and Civic dignitaries. 


* * * 


HERE is more than the usual 

commotion among the electric 
signs in the region of Piccadilly 
Circus. Not only have Claude- 
General Neon Lights Ltd. installed 
a new sign for Wrigley’s chewing 
gum (see illustration), but work is 
also going on in Coventry Street 
where Franco are putting up a new 
sign for Burton’s, the clothiers. (It 
will be remembered that this firm 
sponsored one of the biggest neon 
signs in London at its Tottenham 
Court Road shop.) 

Another development expected is 
on the Peter Robinson sign facing 
towards Piccadilly from the corner 
of Wardour Street. Details of this 
change are not yet complete. 


” - * 
N the other side of Piccadill 
Circus, in Piccadilly _ itself, 
Hennessy Brandy have replaced 


Advertising Co., 
started by artist Gaze. 


ft. (40 ft. 
Advertiser,” 


x 10 ft) “painting” 


5.AR 


This poster is getting the industry a good name among church and 
civic dignitaries. 


their St. Bernard dog with a new 
scene on the Dominant site at the 
corner of Swallow Street. It depicts 
a theatre with a melodrama in 
progress. The villain (with black 
moustache) clasps the maiden, she 
faints, the villain says (on a moving 
balloon caption): “Is there a 
Hennessy in the House,”’ and every 
— of the audience produces a 


* * * 


UST back from a trip thr 

five countries, taken with 
prime object of studying foreign 
advertising methods, Lewis Gilder, 
of Howards Publicity and Howards 
Press Advertising Ltd., Manchester, 
describes Italian outdoor displays 
s “attractive but overdone.” 


He says: “A feature of the 
Italian displays was that every 
poster—whether two-sheet, four- 


sheet, sixteen-sheet or 32-sheet—is 
checked by a Government official 
who affixes a postage stamp (adver- 
tisers having to pay duty on all 
posters) and then stamps it with a 
rubber stamp!” 

With pictorial sites every few 
yards, the Italians do not stop at 
one poster if there happens to - 
20 or 30 yards of available s 
but utilise that space with a ut 
sixteen identical posters. On a 23 
miles stretch of road leading into 
Venice a double-sided poster site is 
situated at six yard intervals on each 
side of the road! 


The crowds collected when painting of this sign of Swindon Poster 

Ltd., at the foot of Swindon’s Victoria Road was 

During the three weeks that work was in 

progress, so many people stopped to watch the growth of the 400 sq. 

that the local paper, the * 

carried a story. The original drawing was by E. A. Roper, 
manager of the Swindon company. 
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NEW YEAR 
NUMBER 


affords the advertiser an opportunity to communicate 


with readers in 66 Countries in a monthly journal having 


a life equal to that of an annual reference book. Wherever 
there are Motor Ships and Shipbuilding, copies of this 
New Year Number will be found in the offices of the men 


to whom the advertisement pages are designed to appeal. 


JANUARY 1952 


TEMPLE PRESS LIMITED 


BOWLING GREEN LANE, LONDON, E.C.t. TERMINUS 3636 


MOTOR * THE COMMERCIAL MOTOR 
‘CLING ~ PLASTICS © THE OVERSEAS ENGINEER 
AEROPLANE . THE MOTOR SHIP 
THE LIGHT CAR 
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WILTON EVAN went to the Young Newspapermen’s Con- 


ference recently, and heard the 


general secretary of the 


Typographical Association “have a go” at advertisement 


departments of local 


“There will always be 


timorous types who daren’t say boo to a goose,” he retorts, 
“but they are in the minority, and on their way out.” 


HEN a man admits he 

intends to be provocative 
we must be prepared for his 
stretching a point or two. 

Thus the strictures of H. 
Riding, general secretary of the 
Typographical Association, who 
recently addressed the Young 
Newspapermen’s Association on 
productivity, require reflection, 
rather than ready acceptance. 

Who is the drag on the wheel, 
in weekly paper offices, so far as 
efficient production is concerned? 
Listen to Mr. Riding... . 

“In the weekly newspaper 
office, I generally find the 
advertisement manager is looked 
upon as the villain of the piece 
by the composing department. It 
is Most annoying, and yet by no 
means unusual, to find regular 
advertisements, such as cinema 
announcements, being dumped 
on the composing department on 
edition day, whilst the men who 
are at full stretch on that day 
have seen, when visiting their 
local cinemas, announcements on 
the screen of the films to be 
shown during the following four 
or five weeks. 

“Recently, arising from a diffi- 
culty in a weekly newspaper 
office where my members were 
revolting against the constantly 
increasing overtime required on 
edition days, this was one of their 
complaints. The advertisement 
manager’s excuse was that the 
cinema managers would not let 
him have copy earlier, as they 
might retain the current film a 
second week if it proved un- 
usually popular. 

“It transpired that it was over 
twelve months since a film had 
been retained a second week; and 
the proprietor had no hesitation 
in insisting that copy for cinema 
ads. must be in during the early 
part of the production week in 
future, with an assurance that an 
alteration would be accepted up 
to edition day in the event of the 


film being retained a second 
week. 


* * » 


“TTNHE weekly in question nor- 
mally features almost a 
page of local obituaries, with 
details of mourners and wreaths 
—quite a lucrative feature. The 
local undertakers had got into the 
habit of sending copy for all the 
funerals which had _ occurred 
during the week on edition day; 
and I sympathise with the resent- 
ment of my members who were 
required to set, late on edition 
night, reports of funerals which 
took place a week previously. 
“A little forethought and a 
recognition of mutual] responsi- 
bility would go a long way 
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Riding On His Hobby Horse 


LOCAL NEWSPAPERS 


towards ensuring smooth working 

and, incidentally, save a con- 
siderable sum in overtime pay- 
ments each week.” 

Let’s get it right. Mr. Riding 
is not suggesting that this state of 
affairs is common. Werte it so, 
discontent would be seething in 
many a weekly paper office. The 
contrary is the case. Most estab- 


ADS. MUST BE A BLEND OF 
CRAFT AND CRUDITY 


LEWIS T. BONE, of Pressprint Publicity (Kent) Ltd. went 
from London agency work to form his agency in Canterbury 
15 years ago. Here are some hints based on the experience 
of those 15 years, on advertisements that sell in the weeklies. 


HERE is an ever-growing 

need for agency service in 
provincial areas, Advertisers are 
more conscious of their limita- 
tions than they were in pre-war 
years, a situation brought about 
in part by the increase of 
national advertising in the pro- 
vincial Press during the war. 
But the agency man fresh from 
the big city will not find 
the going easy at first. The 
urban hayseed conception of 
the countryman is still strongly 
countered by a rural suspicion 
of the city slicker. Strong sus- 
picions are also aroused at the 
very mention of advertising and 


publicity in those who have 
suffered from the shady space- 
selling that reaped a one-time 
rich harvest. Chamber of Trade 
action has fortunately helped to 
reduce this traffic to a minimum. 

Press advertising naturally pre- 
dominates in rural retail selling. 
But the problem of getting full 
coverage is ever present. In the 
south-east corner of the country, 
for instance, complete coverage 
of an area with a radius of only 
20 mile means using no less than 
13 newspapers. 

An annual allocation of £1,500 
has to provide a _ continually 


(Continued on page 162) 
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The Newspaper Society keeps 
the weeklies on advertisers’ 
desks—all the year round— 
with these little calendars | 
which are sent out each momh, | 


lishments are reasonably happy 
and efficient. 

Not one ad. manager in ten, 
I'll wager, is so dilatory as the 
man Mr. Riding encountered. 
Most of them realise that they 
are members of a team, and that 
bumper bookings are useless— 
unless the paper comes out on 
time. 

There will always be the 
timorous types who daren’t say 
boo to a goose, and will move 
heaven and earth to pacify any- 
one who takes a 4 in. d.c.; there 
will always be the laggards, who 
incur production costs out of all 
proportion to an extra guinea’s 
worth of space sold at the last 
moment, but they are in the 
minority, Mr. Riding. What is 
more, they are on their way out. 


* * * 


weet reminder effort by the 
Newspaper Society is a folded 
card, with the calendar for one 
month at a time, and a pleasing, 
seasonable sketch, issued regu- 
larly to executives. 

It stands easily, is of handy 
size, and decorative to a desk. 
Chances of survival are rated 
high, at least until the following 
month’s issue. 

On the front it has a sentence 
emphasising the prestige of local 
newspapers; on the back a series 
of little sales talks, stressing the 
advantages of local advertising. 

These reminders are designed, 
produced, and direct mailed for 
the Society by Thomas of Fleet 
Street. 


41,168 
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Advertise in 


CIRCULATION 70,308 


(NET PAID) 


TIME ATLANTIC EDITION is read by 
more leading businessmen and government officials 


than any weekly international or export publication. 


OTHER EDITIONS OF 
TIME INTERNATIONAL 
CIRCULATION ° 


CANADIAN 125,312 THE WEEKLY NEWSMAGAZINE 
LATIN AMERICAN 40,730 OF THE WORLD 


NEW YORK OFFICE: 9 Rockefeller Plaza, New York 20; 
PACIFIC 51,247 ZURICH: Mythenquai 24; PARIS: 26 Rue de la Pepiniere ; 
Sentai aa Se TOKYO: Meiji Seika Building, 8 Kyobashi 2-Chome, 

Chuo-Ku. 


For more information please write or telephone Advertising Department, TIME, 4 Dean Street, London, W.1. GERrard 6335. 
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THE 


WELLINGTON JOURNAL 
& 


SHREWSBURY NEWS 


DAVIDL. CLACKSON, 80, FLEET STREET, E.C.4. (CENtrai 2626) 


KENTISH TIMES — 


SERIES OF EIGHT LOCALISED EDITIONS 
CERTIFIED NET SALE 


comm 83,265 


A.B.C. Certificate for the six months ended June 30, 1951 


A limited amount of space /: now available for new business— 
Flat rate 23/- per s.c.1. 


‘el.: Foots Cray 3077 (3 lines) 
London Office: 329 High Holborn, wc Tel.: Holborn 2730 
also at Bromley, Orpington, Eltham, Bexleyheath, Erith and Dartford 


Covers the whole of 
CANNOCK CHASE POPULATION 


OVER 65,000 


CANNOCK 
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REGIONAL WEEKLIES 


Ads. Must Be Blend Of Craft And 


Crudity—continued 


changing series of advertisements 
(6 in. or 8 in. doubles) with care- 
ful regard to seasonal and stock 
trends. Experiments, prestige ad- 
vertising and stunting are strictly 
limited. Every advertisement 
must be a seller and to sell, each 
one must speak the language— 
and this does not stop at copy- 
writing. 

Layout is just as important, 
probably more, for it must cash 
in on the tremendous goodwill 
enjoyed by the local paper to be 
really effective and this it can do 
by identifying itself with the 
medium in which it appears. 
Long association with their local 
paper enables regular readers to 
recognise one from another as 


i. ng SALE. p 


; ; —. a. CARPETS, RUGS, — 


NASONS «: 22.23 Aoharyarel Ht Cantera) 


Two examples of weeklies adver- 
tisements, the one above a half 
page, that embody the “craft plus 
crudity” formula. Readers, says 
the author of this article, do not 
expect the “slickness” of national 
advertising in their weeklies, 
prefer the standard of the 
editorial. 


THE COUNTY OF 


MIDDLESEX 
CH RONICLE 


of North Essex 


Lssex Comnty 
Standard 


Gazette 


Braintree and Witham 


TIMES 


Over 42,000 a week A.B.C. 
15s. per s.c. inch Flat 


A.B.C. 


1% HIGH STREET 
HOUNSLOW 
Phone : HOUnsiow 0016-78 
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much by the general make-up as 
the title. 

The local advertiser can join 
this happy family circle with the 
intelligent use of display types 
usually associated with the news- 
paper, at the same time being 
careful to rely upon layout and 
white space to prevent his 
announcement being swamped by 
the surrounding sea of editorial 
matter. 

Many national advertisers 
achieve a certain dominance by 
the use of typefaces unknown to 
the columns of the provincial 
Press but still appear, as sales- 
men, in the most disadvantageous 
light—as strangers and foreigners. 
Anyone settling into a country 


t) 
begins 9 a.m. 


FRIDAY, July 14 


14 daysonly! 


area will know only too well what 
that means! The slick and arty 
layout can often be outsold by 
the locally designed space simply 
because the latter has a local, 
newsy flavour. 

The Press advertisements with 
local appeal must represent a fine 
balance between crudity and 
craftiness. It must be bold, 
simple, with large clear illustra- 
tions (preferably line), newsy 
headlines of straightforward 
Statements of fact and with a 
close affinity to editorial make-up. 

For the local advertiser, space 
is generally a little easier to get, 
except in the county papers. 
Front page and special static posi- 
tions have to booked well 
ahead, and while the weeklies 
still remember gratefully the 
support they received from 
national advertisers during the 
war period, it is natural for them 
to find it difficult to disregard the 
constant appealssof local friends 
in key positions. 

For national advertisers half- 
pages are often available, how- 
ever, in many of the weeklies of 
under 15,000 circulation. One of 
these would be worth six 8 in. 
doubles to any national big-scale 
campaign, and complete coverage, 
particularly of some _ coastal 
towns, with little interest in 
county affairs, cannot be attained 
without these local newspapers. 


a i 
se eT 162 es a 
mz Es 
: ee “2 
i Net sates 53 466 weekty (asc) & 
ke ee : 9 a 
. 
: pean SEN 
: 4 
; | ae ee Te Me 
| pe | 4 
ry 
= eee | OD oe | Bene. [retina s F 
sass ==s | Wie sas SS a ot eo ie 
=== | gp | Eee ai ees. | Paar on 23 
4 Ps | 
é ee nn 
- Neen oe sommes oe : 
if q Bi ia iat 
: | aa gee 
7 '  . ee v 
5 eR SS 
Pe a] eiesiieitiiiasinen a [| 
: — BEE becca | 
‘+ 
: ere a 
> eA . nm aia ath wat 
ft ee | 
i ee Ss . ay SPW DESIGNS : 
5 ae ape pene » » or hare 
prosperous area of South-West oF 
ss Middlesex. 8 wn ses sts 
. NET SALES oom or reunes eT ee i 
; 5 Sere “Sans 
. 43.073 | i j- | 
‘ on Oe be , 
; “sere aes 
J — — «FOr 
; Founder Member Londen Suburban —— ay = yy 
and Mere Counties Prem Group a y 
a NP —— 4 
\ eee eel - = 


ADVERTISER'S WEEKLY 


¢ 


Wf 


2 


an 


7 


av 


+ 
\ 


7 


| 


For many years Spicers have submitted their 
papers to laboratory tests. The opening of the 
new paper testing laboratory at 19 New Bridge 
Street in 1946, served in fact only to set the 
seal on a practice long established. Sheets from 
deliveries at the warehouses are sent to the 
laboratory for comparison with the standards. 
The laboratory is fully equipped to test for 
weight, strength, thickness, furnish and sizing. 
Precise examination can be made of any samples 
submitted. 

It must be admitted that paper testing is one 
of the least difficult parts of the job to-day. 
Papers of all kinds are in such short supply that 
the real difficulty is to fill the needs of the con- 
sumer. It is not easy in these circumstances to 
impose standards which would have been “aken 
for granted in the days before the war. To-day 
one can but do one’s best. That this still amounts 
to something can be measured by the fact that 
despite present difficulties, Trade users in 
increasing numbers continue to bring their 
problems to be dealt with at 19 New Bridge 
Street, or at one of the fourteen Provincial 


Branches of :— 


SPICERS 


THE PAPER MAKERS 


19 NEW BRIDGE STREET (CENTRAL 4211) AND BRANCHES 
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F THE SIX faces that adorn 

this page, most have not been 
seen on it before. Neither have 
they been seen in Parliament. But 
they all hope to be. If successful, 
these Conservatives would represent 
a formidable addition to the pro- 
advertising element, which includes 
such men as Oliver Lyttelton (former 
president of the Advertising Associa- 
tion), F. P. Bishop be manager 
Newsprint Supply Co.), lan Harvey 
(director, W. S. Crawford), and John 
Rodgers (director, J. Walter Thomp- 
son). 

In trying, as impartially as I can, 
to estimate advertising’s chances in 
the Election, I am assuming that 
most Censervative M.Ps will at leasi 
maintain their majorities. If that is 
so, these four men are quite safe: 
their majorities were: Lyttelton 
(Aldershot), 6,172; Bishop (Central 
Harrow), 6,536; Harvey (East 
Harrow), 1,464; Rodgers (Seven- 
oaks), 7,682. 


* * * 


NOT ONE of them achieved a skin- 
of-his-teeth victory as did, for in- 
stance, W. R. D. Perkins (chairman 
of Southern Newspapers). Perkins, 
who sat for the old Stroud division 
1931-45, got back for Stroud and 
Thornbury last time in a_ three- 
cornered fight with a majority of 
only 28, out of a 60,000 electorate! 
Some details follow about candi- 
dates who are now in the throes of 
considerably tougher fights. 


* * * 


ADVERTISING consultant R. E. 
Simms who fought Sir Stafford 
Cripps at Bristol, is now contesting 
Willesden East, where Labour had a 
majority of 3,341 in a three-cornered 
fight. 

Again standing for Enfield East 
is Colin Turner, director of Colin 
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Mainly Personal— 


W. R. D. Perkins 
R. J. Fisher F. 


Turner (London) Ltd. (who repre- 
sent some 200 newspapers through- 
out the world), of Literary Features 
Ltd., and) of — ast time, 


R. E. Simms 
W. H. Cook 


Kent 


NETT 


Messenger 


SALE 


danuary to June, 195! 


60,141 


Copies Weekly (ABC) 


Colin Turner 
A. J. Gorman 


Labour had a 10,903 lead, which wiil 
want some getting round, 

A Labour majority of 15,167 at 
Bradford East leaves F. W. Howard 
Cook undaunted. Son of the late 
F. E. Cook, who was a member of 
the Advertising Association council 
and founder member of the 
Publicity Club of Leeds, he i 
manager of Cyril Hurst 
proprietors of Star Solus Sites, 
and managing director of Widd 
(1934) Ltd., the sign construction 
and exhibition people. He is a 
member of the Outdoor Advertising 
Industry Advisory Committee, the 
Sign Makers’ Association, the 
council of the Solus Outdoor Adver- 
tising Association, and the Leeds 
branch of the Incorporated Sales 
Managers’ Association. 

At Durham, in a straight fight, 
Labour led by 19,000. rying to 
storm this stronghold is R. J. Fisher, 
who has n for 26 years in the 
classified advertisement department 
of Kemsley’s Newcastle Chronic'c 
and Journal Ltd. Perhaps his skill .n 
getting small ads, may stand him in 
good stead in getting votes! Inci- 
dentally, his hobby is cooking, for 
which he has won several prizes +t 
local shows. 


* * + 


LABOUR majorities of over 22,000 
in the last Election confront James 
M. Greenwood, at Southwark, and 
A. J. Gorman, at Broxtowe. 
Greenwood is, of course, chairman 
and managing director of James M. 
Greenwood Advertising Ltd. 
“Bloody but unbowed,” the phrase 
I applied to him last time, is even 
more true now. He has taken part in 
a large number of elections, both 
Parliamentary and municipal, in 
Southwark, where he is also founder 
and vice-president of the local 
Chamber of Commerce — and 
governor of three secondary schools 
and of the Mayor’s Fund for 
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Election prospects : 
High hopes for 
Lyttelton, Bishop, 
Rodgers, Harvey: 

Some Conservative 
candidates who may 
swell ranks of pro- 
advertising element 
in next Parliament. 


By CONTACT 


Crippled, Orphaned, and Poor 
Children: 

Gorman, who founded his own 
advertising and display business in 
1948, also has an honourable record 
in municipal affairs. 


a * * 


CONSIDERABLE interest attaches 
to two Glasgow divisions. An ad- 
vertising consultant, Jack Davis, 
failed to win Govan for Labour by 
only 373 in a four-cornered fight 
His fate may well be sealed by the 
3,000 who voted for the Liberal or 
Communist candidates, who are not 
Standing this time. 

And again contesting the Scots- 
toun Division of Glasgow is Colonel 
J. R. H. Hutchison, who won it for 
the " Conservatives with a 1,319 
majority in the September 1950 by- 
election. A staunch friend of adver- 
tising, Colonel Hutchison is national 
president of the Incorporated Sales 
Managers’ Association. 


* * * 


AMONG THE Liberals, Sinclair 
Wood (Pritchard, Wood and Part- 
ners), who contested Eton and 
Slough last time, is not standing. 

Incidentally, a somewhat piquant 
State of affairs must exist in the 
Campbell-Johnson public relations 
concern. Alan Campbell-Johnson, 
a candidate for Salisbury at the last 
election, is not standing now but is 
a power behind the scenes of Liberal 
public relations. His business part- 
ners, Lady Tweedsmuir and Bill 
Duthie, both Conservative M.P.s, 
are standing again. I am assured, 
however, that the amicable relation- 
ship of these three is in no way im- 
paired thereby! 


* * * 


SO MUCH for the candidates. 
Not a candidate, but invited by 
the Daily Mail to be one of three 
experts to watch and comment “1 
the first televised election speeca 
(Lord Samuel's) was G. H. Saxon 
Mills (a director of Crawford's). 
His comment was: “I think he 
did his best in a new medium. Per- 
sonally, I think the printed word stili 
has more effect on people than the 
spoken word—even over television.” 


A 


“I say, old man, a Liberal 
client wants us to do 
some ‘depth interviewing’ 
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HABIT FORMING 


The Birmingham Post is the daily morning newspaper with the most regular readership in the Midlands, 
It is purchased by the young Midlander when he starts smoking and thinks about getting married. In 
thirty years time he will probably read in it a report of his speech at the Annual Meeting of his 
Company. It is unashamedly provincial from title to imprint. It sees the world through Midland 
spectacles and reports to Midland men and women — undergraduate or Faculty Dean, head typist or 
Board Chairman. It is the ideal medium for covering one of the most compact “A” vlass markets 
in Britain. 


ci tA “a 


® Diagram based on populations of selected Mid- 
iands towns taken at last census. Birmingham 
approximately one million. 


To cover the Midlands first eover Birmingham 


The Birmingham Post 


Morning Daily Member of A.B.C. 


Birmingham Mail Birmingham Weekly Post 


Evening Daily The Family Journal 


38 NEW STREET, BIRMINGHAM 2 London Office: 88 FLEET STREET, E.C.4 
Branches at Blackheath, Bromsgrove, Coventry, Dudley, Kidderminster, Leamington Spa, Redditch, Tamworth, Walsall and Wolverhampton 
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GROUP 
* 


65,12 


* 
TIMES BUILDINGS, MARCH 
Tele : 2368 (2 lines) 
London Representative: 
MR. W. H. WALMSLEY, 69, FLEET STREET 
Tele : Central 9353 


July—Dec. 1950 
A.B.C. Figures 


Copies 
Weekly 


CAMBRIDGESHIRE TIMES 


Mechanieal World 


AND ENCINEERING 


RECORD 


AN ESSENTIAL FOR EVERY TECHNICAL 


ADVERTISING SCHEDULE 


EMMOTT & CO. LTD « 31 KING ST. WEST - 
LONDON OFFICE: 21 BEDFORD STREET W.C.2 


EIR Re 


MANCHESTER 3 


MW10 | 


Design, Copywriting, Print, Display & Photography 


* 


| 
DESIGN FOR SELLING 
* 
Please contact Group Director, W. Warner 


ASTRAL ARTS GROUP LIMITED and Aseociated Companies | 


* 
245 VAUXHALL BRIDGE ROAD, S.W.1 


ViCtoria 5303 (6 lines) 


SERVICE 


and Rotaprint Machines 


i Both are 

> nt high quality. = 

Rapid reli — ume CO 

tere pA me Ler to contact the address 

built up customer support ou gps iy sone 
below—Terminus 2691—where you will recei rteous immed: 

attention 


wo ecssenvials 


“ALL-IN” SERVICE . = 
Many concerns find the Strand comprehensiv® Wires the ~y- 
Simply supply the basic data then Ly from 
idea to finished plate ready for your 


HE STRAND LITHOGRAPHIC CO. LTD 


157 FARRINGOON RD. LONDON E.C.I. Telephone Terminus 269! (4 lines ) 


Rathbone/24! 


| are Lambe & Robinson Ltd. 
| * - * 


| (Manchester). 
* 


CURRENT ADVERTISING 


NEW ACCOUNTS 
Lytle Handle New 
Lewis Lighter 


Cc. J. Lytle (Advertising) Ltd. 
have been appointed by A. J. Lewis 
(Westminster) Ltd. to handle the 
advertising for Transfo, a new 
lighter. National dailies and Sun- 
days, provincials and periodicals 
will be used. 

* 


é * * 

Robert Brandon & Partners Ltd. 
have been appointed agents for 
Britannia Fireworks Co., Ltd. 
(national dailies and _ provincials) 
and A. E. Davis (Jeweller) Ltd. 
(class weeklies and county weeklies). 

* * * 


Auger & Turner Ltd. have been 
appointed for Jacatex (London) 
Ltd. and the Direct Supply Com- 
pany. National Press and selected 
periodicals will be used. 

a * * 


ACCOUNTS MOVING 


L. Harris (Harella) Ltd. advertis- 
ing will be handled by Nevin D. 
Hirst (Advertising) Ltd. as from 
January 1. 

* * * 


Auger & Turner (Birmingham) 
Ltd. have been appointed to handle 
the National Trades Exhibition Ltd. 
publicity. Press and poster cam- 
paign will be run in Midlands for 
this event which will now be known 
as the National Trades Fair and 
Television Exhibition. 

* * - 

A trade promotion scheme and 
campaign in women’s magazines 
next spring for Gold Cross outsize 
garments made by Elita Ltd. will 
be handled by A. H. Knowles Ltd. 
(Manchester). 

* 7. * 


| NEW_CAMPAIGNS 


News of the World, 
Sunday Pictorial, Empire News, 
Glasgow Sunday Post, major 
woman and chilu journals, British 
Medical Journal and Nursing Mirror 
will be used for Vick’s winter cam- 
paign. The Press campaign will be 
supported by double-crown posters 
on London underground and on 
railway platform sites throughout 
the country. A separate campaign 
for Vick Inhaler will run concur- 
rently in general interest magazines, 
Heavy coverage for both products 
has been arranged in Eire. Agents 


People, 


Victory V. Gums winter campaign 
has begun. Agents: J. K. Clayton 


* ~ 

A new campaign of humorous 
advertisements has been launched 
by Amasal Ltd. for Shaka salt. The 
advertising, prepared by Saward, 
Baker & Co., Ltd., will appear in 
astionsl and provincials. 

* 


A_winter campaign for Simpkins 
of Sheffield, makers of antiseptic 


blackcurrant pastilles -and Dilly 
Duckling children’s cough pastilles, 
will use Picture Post, Illustrated, 
John Bull, Woman, Woman's Own, 
Picturegoer, and Punch. Agents are 
A. A. Ltd. (Birmingham). 

% * 

Sloan's liniment will be advertised 
im an extensive list of nat onals ard 
provincials this winter. C. Mitchell 
& Co., Ltd., are the agents. 

* * * 


Intalok spring seating, made by 
Interlock Ltd., is being advertised 
in the motor and transport Press. 
Agents: Clifford Bloxham & Part- 
ners Ltd. 

* * * 

A prestige campaign for T. Wall 
& Sons Ltd., featuring sausages and 
pies, is running in London evenings 
and provincials. Agents: Lintas 

* * * 

The “Patsy” doll. made by 
Cascelloid Ltd., is to be advertised 
in Daily Express, Daily Mail, Daily 
Mirror, Daily Graphic, News 
Chronicle, Picture Post, Star, and 
provincials. Agents are Gee Adver- 
tising Ltd. (Leicester). 

a * * 

Robert Brandon & Partners Ltd. 
are running new campaigns for 
Charles Spalton & Sons Ltd. (farm- 
ing publications) and Domestic 
Electric Rentals Ltd. (London 
evenings and suburban weeklies). 

* * * 


The Winter Thomas Co., Ltd., 
are running a large scale Cosy cur- 
tain campaign for Thomas French 
& Sons Ltd. this autumn and 
winter. Extensive advertising of 
the entire range of Rufflette brand 
curtain products in the national, 
provincial and trade Press will be 
linked with promotion angeles for 
soft furnishing departments and 
curtain making-un services. 

* * 


NEW CAMPAIGNS (Overseas) 
The Watchmakers of Switzerland 
campaign, handled by Foote, Cone 
& Belding Ltd., will be extended 
this winter to Australian, New Zea- 
land, India and Pakistan. 
aa * 


John Steventon & Son, makers of 
Venton Royal fireplaces, are plan- 
ning a campaien through trade 
papers in New Zealand, Australia 
South Africa and Ulster. Sanitary 
unit by-products will be featured. 
Agents are Howards Press Adver- 
tisine Ltd. (Manchester). 

* * ms 


PUBLIC RELATIONS 

ACCOUNTS 

R. C. Liebman has been appointe 
for the Unit Construction Co., Ltd., 
building and civil engineering con- 
tractors, and Fordham Pressings 
Ltd.. makers of a mechanical golf 
caddy and automatic drinking bowls 
for animals. 

* . * 

Voice and Vision Ltd. have been 
appointed public relations consult- 
ants to the Engineers’ Guild. 
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PACKINGS 
a | _——~—~_+{ 
The Pachagn§ Gpecralasle 

JOHNS, SON & WATTS LTD. 
2-4 EPWORTH $T.,LONDON,E.C.2 


mONareh 7 


DISPLAYS 
EXHIBITION 


245 VAUXHALL BRIDGE 
VICTORIA - S$.W.I + TEL. VIC 


STANDS 


MERCURY 


DISPLAYS LTD. 


ROAD 
0912-3 


POSTERS 


TICKETS SHOWCARDS & DISPLAYS 
HANDWRITTEN OR SILK SCREENED 


REGINA STUDIOS (SIGNS A DISPLAYS) LTD 
27, BOSTON ROAD. HANWELL W? 
AL s908 Ak 9308 


Personal Acentio 
Compiete & Guarante 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 

STUDIOS, LINITED 

72a Plough Rd., Battersea, S.W.II 
Tel. Nos. Battersea 5300 & 4886 


fe 4 ; ae abe 
166 i 
sciatica cata a 
| | ' . 
; | ee 
. | :- 
| & 
| ; 
| a FE 
a | : 
f j 
| 5 ce 
‘ cam earn fo er hs cre 
Produced by engineers for engineers 
‘ /' | : | | po 
“oo i ee : 
con 2 Pp fe 
‘| ; ee 
) ee 
ad ree a j 
Ste : a : 
a ee i 
ae. | : 
: : i a 
e 4 i 
: 
- ee . 
\" ) ' 
me ; 
oe | 
had | 
7 " : a , 
id = . ~~ ERE a kT 
4 | | RE ae ree na ot ° yee 
if | | | 
7 ms -. a | | ; - 7 ; | , 
a —— | SE re tonton) | 


Octoser 18, 1951 


PORTRAIT 


ADVERTISER’S WEEKLY 


OF A BARGAIN 


in Space and Time 


CIRCULATION 
(AUG -SEPT) 
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Omens | CIRCULATION GUARANTEE 
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@eenese@ | ANTICIPATED CIRCULATION 


Sales 34% up 
on last year 
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575, 235 


Guarantee for 1952 
up 40% to 700,000 
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But even when 


PAGE COST 
PER 1,000 CIRC. 


22/- 


5 


rates rise next April, 
cost per 1,000 


39 


will be down 


1948 81949 195019511952 


Reader’s Digest advertisers this Autumn are already 
getting 75,000 circulation for nothing 


UR sales in August and September have been 34% higher 
than a year ago. That’s also 75,000 above our guarantee 
figure of 500,000 on which our 1951 rates were based. 

We have every confidence that sales will continue to rise in 
this way. We expect them to average 750,000 in 1952. We are 
raising our guarantee by a conservative 40° to an average of 
700,000 for next year. So advertisers should get a considerable 
free bonus of circulation. 

Rates must go up, too, of course. BUT— 

(a) The increase does not take effect until the April Issue. 

(b) The new rates will represent a reduction in cost per 1,000. 

(c) This reduction is particularly striking in colour spaces—e.g. from 
19/- to 16/5 for a 4-colour page. Our new Goss press enables us 
to offer full colour at less than 30°, above black-and-white rates. 

(d) If through unforeseen circumstances sales should fall below our 
guaranteed figure, advertisers can lose nothing—they will receive 
a proportionate rebate. 

We hope this good news will help you in planning your 1952 
appropriations. Of course, the earlier your insertions start, the more 

you will gain from the present pre-April rates. 


READERSHIP, TOO. The 195! Hulton Readership Survey shows 
that this magazine already had over 44 million readers (about 9 per 
copy) when the Survey was made. 

Our “ Readership Digest" —if you haven't received this 34-page 
booklet, please ask — interprets the Hulton figures in terms of cost 
per page per 1,000 readers (at June 1951 rates). It shows that The 
Reader's Digest is the cheapest of all magazines for reaching 44 million 
readers, over 2 million ABC readers, over a million AB readers, over 
23 million men, over 1} million women, over a million ABC men, 
nearly a million ABC women. 

It also gives facts on our readers’ spending power, and the 
thoroughness with which they read. 

Naturally, the striking gain in our circulation now makes these 
cost comparisons even more favourable. 


The Advertisement Director 


The Reader’s Digest 


1 ALBEMARLE STREET, LONDON, W.1. Tel: GROsvenor 4738 
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We Hear— 


THAT more than one million 
visitors have now seen the Daily 
Graphic “50 Years of News 
Pictures” exhibition at 201 Oxford 
Street. 


* * * 


THAT the first London showing of 
the Encyclopaedia Britannica's 
British News Pictures of 1950 
Exhibition opened at The Camera 
Club, Manchester Square, on Mon- 
day. 


THAT a _ five-colour silk screea 
transfer has been produced by 
Olley & Rowley for Tyresoles Lid. 
300 vans throughout the country. 
This new development will be intro- 
duced on all Tyresoles vans through- 
out the world. 


THAT East Ham Chamber of Trade 
have iss a window bill to 
“counteract the effect of the Dalton 
speeches.” 

* *” 
THAT an Exhibition of Design and 
Textiles was opened at the Colour 
Design and Style Centre of the 
Cotton Board in York Street, Man- 
chester, yesterday. 

* ~ * 

THAT Advertiser's Annual editor, 
W. R. Robinson, was invited to 
meet the Family of Robinsons held 
to inaugurate the =. of the 
new Peter Robinson tore at 
Brighton. 75 families named 
Robinson attended the “Store 
Leama 5 Party.” 

. +. 
THAT bs H. G. Nida Lid., have 
been appointed sole advertisement 
agents for United Empire, the 
official journal of the Royal Empire 
Society. 

~ 7. 
THAT T. F. Usher, Manchester 
Corporation’s information officer, 
has edited this year’s edition of the 
Official handbook of the Man- 
chester district. 

* * ~ 

THAT owing to the “heavy cost” 
of Press publicity Blackburn and 
district Master Bakers’ Association 
has decided not to follow up a sug- 
gestion for an advertising campaign 
— to attract young people 
to the trade. 


CLOSING DOWN 


32 


RACING REVIEW ANNUAL 1952 
is closing down for Press 


A few spaces in black and white 
are available if you make 


your reservation now 


Don't be left out of 
THE FINEST RACING ANNUAL 
ever published 


Racing Review Publications, Ltd. 
Park Lane, London, W.1 


| 


| THAT seven 
| Germans (Cornwall) rural district 


| Germans village, 
Ann's Chapel, 
| * 


SUOSAJ 10MM 
SWOTAJI9 2J8U9 
1434 


‘That was the Chief. He wants us to include in his speech 
a promise that, if re-elected, he wiil see that all Government 
P.R.O’s are put to more useful work down the mines’ 


ee; 
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THAT Harry Lauder, well known 
to Publicity Club of London public 
speaking section members as the 
custodian of Prince Henry's Room, 
Fleet Street, is the author of a 
guide book, The Temple, just pub- 
lished by Temple Bar Publishing 
Co., price Is. 
” od 7. 


THAT a_ composite exhibit of 
printing inks, organised by the 
British Printing Ink Association, 
will be a new feature of the printing 
machinery section of the 1952 
British one See. 

ae 


THAT Joe Rackow, managing 
director, Cinema and General Pub- 
licity Ltd., now recovered from his 
recent car accident, is on holiday 
at Biarritz. 

* - . 


THAT over 4,000 Coventry school 
children have visited their local 
Council Chamber and other loca 
government administration centres 
since the scheme was inaugurated by 
the Coventry public relations depart- 
ment in om 

* 
THAT the South Bank's —_ - 
Review is to be re-opened by t 
Council of Industrial Design as a 
permanent service to industry and 
buyers. 
* * 
areas in the St. 
are to be excluded from special 
control. These areas cover Antony, 
Millbrook, Polbathic, parts of St. 
Gunnislake, St. 
and Callington. 
. * 


THAT the Isle of Wight Publicity 
Council have agreed to a £1,200 
advertising scheme for 1952. 

* * ~ 


THAT Surrey County Highways 


| committee has been asked to supply 


to the County Council a list of 
advertisements which they believe to 
be dangerously sited. 

* * * 


THAT the colour service department 
of Adprint Ltd. has been formed 
into a limited company to be known 
as Studios Fifty-One Ltd . 

* * 


THAT Gerald Roche, Scottish 
manager of Langford & Co., cinema 


| publicity specialists, is president of 
| the newly opened Stage and Screen 


Memorial Club in Glasgow. 
* oe * 


THAT the dramatic section of the 


' Street's Sports and Social Club are 


to give a performance of the John 
ee comedy, “The Happiest 
a of oY. Life,” at the Conway 
Hall Lion Square, Holborn, 

on ener 27. 
* * . 


THAT W. S. Crawford Ltd. darts 
team beat Poster Services Ltd. 2—0 
at the Crown & Anchor, Wine Office 
Court. . e 


* 
THAT an exhibition of “Visual aids 
in industry and commerce” is being 
held by Newton & Co., Ltd., in con- 
junction with John Saville & Sons at 
the Hotel Metropole, Leeds, at the 
end of the month. 

* * * 
THAT the consolidated accounts of 
The Times Publishing Company for 
the year ended June 30, 1951, showed 
a trading profit of £260,081, against 
£351,193 A as the os = 


THAT Pe ieakeied Warden Social 
Club, to which every member of the 
staff of Armstrong-Warden Ltd. be- 
longs, is holding its annual dance at 
Caxton Hall next Wednesda 


: Stewart 
Grosvenor Restaurant. 12.55 p.m. 


Pusticiry CLUB 


or LONDON. 
Speaker: Marcus Morris. Wal- 
dorf Hotel. 


ocess Engrav- 
(Educational 
PuBLicity 

Crus. _ Educatio: . Oasis 
Cafe, a p.m. 


ing—biack and white.” 
lecture). 
Berks AND Bucks 


Master Sion Makers’ Assocta- 
TIon (Yorkshire branch). 
dinner and dance. Parkway Hotel, 
Leeds, 7 p.m. 


. 
INSTITUTE 


INCORPORATED 
PRACTITIONERS ADVERTISING 
Hotel 


(Educational lecture.) 


, October 
Pusticiry Cus 
HAMPTON. Public 
Beattie’s staff lounge, 7.15 p.m. 
ADVERTISING CLUB OF OXFORD. 
Claud F. Wyatt on “Economy in 
effort and cost can make advertis- 
ing more effective.” 
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THE TRAVEL AND LEISURE MAGAZINE 


PUBLISHED IN ASSOCIATION WITH 


The Sunday Times 


Messrs. Price Waterhouse and Company certify 
that the average net sale of the first three issues 
of “GO,” for the period from the date of the 
first issue to September 30, 1951, after deducting 
returns received during that period and exclusive 


of free and voucher copies, was: 


54,616 con 


Advertisement Department * GO Magazine + 46 Piccadilly, 
London, W.1 + Telephone: Grosvenor 7838/9 
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“Captains” 

of your 

Swiss campaigns 

are the 4 big 
Advertising 


700 1 Ts 
apt heies 


ASSOCIATION 
OF SWISS 
ADVERTISING 
AGENCIES 


Octoser 18, 1951 


EVERY WOMAN WHO READS 


ABC NET SALES 272,433 
COPIES A MONTH 

£204 a page 

Type area 8}” 


Advertisement Manager 

S H BOWDEN 

Stitcheraft Ltd. Gt. West Rd. 
Brentford Middlesex 

Tel. EALing 6283 


the first 
and still the 


foremost 


mechanical composing 


machine for the printer 


LINOTYPE 
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Staples Launch New 
Cultural Quarterly 


Foyer, a quarterly devoted to 
music, opera, and ballet, is to be pub- 
lished by Staples Press. Sacheverell 
Sitwell is chairman of an editorial 
board that includes the Earl of 
Harewood. Foyer will contain 64 
ari-paper pages, 12 in. x 10 in., with 
a four-colour cover; will have as 
supplements a series of colour re- 
productions of lithographs of early 
opera singers and ballet dancers; 
and will cost 7s. 6d. Advertisement 
manager, W. H. R. Cook, is also 
manager of American and Common- 
wealth Visitor, Journal of Tropical 
Medicine, Tubercle, Adelphi, and 
Woman Health Officer. 

* * 


Times Pictorial, Ireland's only 
weekly picture newspaper, is pub- 
lishing a series of articles entitled 
“Assassins at Large” by Hugo 
Dewar. The series is exclusive to 
Times Pictorial in Ireland. 

~ * 


October issue of Future maga- 
zine includes an cight-page gift 
advertising supplement providing 
suggestions, tips and ideas for 
business executives. 

. * * 

The Times Review of Industry 
for October has a marketing in- 
telligence service for manufacturers 
with an article on “Retail Shop- 
auditing. 

* 7 

The Norfolk News Co., Ltd., 
gave a luncheon at the Assembly 
House, Norwich, on the occasion 


| Publications News and Notes 


of the visit of members of the 
Guild of British Newspaper Editors, 
East Anglian region, and to com- 
memorate the publication of the 
first newspaper in Norwich in 1701 
—the Nerwich Post. Sir Basil 
Mayhew, chairman of the Norfolk 
News Company, presided, and 
among those present were civic 
representatives, E. M. Clayson, 
president of the Newspaper Society, 
and B. ‘D. Whiteaker, national 
president of the Guild of British 
Newspaper Editors. 
*~ * * 

Each of the three major political 
parties has contributed an article to 
this week's issue of Local Govern- 
ment Chronicle giving the probable 
efiects on local authorities of their 
respective policies. 

* * * 

New Statesman & Nation’s Pub- 
lishers’ Autumn Announcements 
Number contains’ the _iiterary 
editor's selected list of forthcoming 
books for the autumn and winter 
months, strongly supported by ad- 
vertisements from well-known pub- 
lishing houses. 

% * 

lliffe’s Poultry World is publish- 
ing two special issues in connection 
with the Dairy Show, October 23-26. 

& * * 

The Daily Graphic is to publish, 
in association with Pitkin, ¢# 
souvenir book of the Royal tour. 
It will be entitled “The Daily 
Graphic Golden Pictorial Souvenir 
of the Royal Visit to Canada” and 
Stanley Devon's pictures will be 
featured. 


Legal & 


OVER 100 OFFENCES 
ADMITTED 


Appearing on remand at Salford, James 
Joseph Young G1) of Longhill Road. 
Sheepbridge. Huddersficld. was sent to 
prison for a total of nine months on four 
charges of either attempting to obtain or 
obtaining moncy by false pretences. It 
was said that the accused—who plcaded 
guilty and asked for 104 similar offences, 
involving £401 16s. to be taken into con- 
sideration—had obtained the moncy by 
inviting people to advertise in a non- 
existent handbook and asking for half 
the charges involved to be paid in 
advance 

Prosecuting, H. T. Heap said: “The 
System has been for a telephone call to 
be made to business houses in the city 
by a person. representing himself as 
“Father Wilson’ connected with the Sal- 
ford Cathedral and having authority to 
Produce a handbook called the ‘Man- 
chester and Salford Catholic Annual for 
1952." Subsequently money was handed 
to him for advertisements in this hand- 
book which, of course, does not exist. 

the accused, Frank Douglas 
(solicitor) said Young met a “curious 


mm POINT OF SALE DISPLAY 


PERSPEX 
ACETATE 
FLUORESCENT MATERIAL 


Fabricated and printed to 
your design. Ample supplies 


Enquiries and quotations from 
GETA PLASTICS LTD. 


13/21 Hoxton Street, N.1 
Clerkenwell 5256 - 8565 


Gazette 


Latvian character” some time ago and 
was invited to assist in the publication of 
handbooks, he to conduct the advertising 
side. With financial assistance from the 
Latvian, handbooks for the Bradford and 
Halifax areas did get to the printers, but 
during the Manchester campaign Young's 
La vian friend, on the pretext of being 
a film producer, went to Ireland and the 
accused, having nm financial support “got 
into a deeper andadceper mess. 


VOLUNTARY LIQUIDATION 


Pursuant to Section 293 of the Com- 
panies Act, 1948. a meeting of creditors 
of Armstrong & Co. (Wridale) Ltd, 
commercial artists and industrial 
designers etc... Old Brompton § Road. 
London, S.W. and at Ashton-under- 
Lyne, was held at Manchester, when a 
staement of affairs, as at August 21, 
1951 (the date of the appointment of a 
Receiver by the ‘debenture holders), was 
submitted showing unsecured liabilities 
amounting to £64,543 

Assets were estimated to produce 
£52,609, and after allowing £531 for 
Preferential claims and £22,336 due to 
the debenture holders, there were net 
assets of £29,740, or a deficiency as 
regarded creditors of £34,802 The 
issued share capital of the company was 
shown at £10,000 and. so far as the 
members were concerned. there was a 
to:al deficiency of £44,802 

he company was incorporated in 
February. 1946, with a nominal capital 
of £10,000, all of which had been issued, 
and took over an _ existing business 
According to the deficiency account 
there was a net profit for the period 
February 11, 1946, to April 30, 1947, 
of £22. and in the following two years 
there were net profits of £843 and £130 
respectively. For the year to April 30 
1950, there was a net loss of £9,338 
after writing off stock of £10,000, and 
according to draft accounts for the 
period May 1. 1950, to August 21 last 
there was a net loss of £13,043 

The creditors passed a _ resolution 
confirming the voluntary liquidation of 
the company with R. F. Bendall, 31 
Lloyd Street, Manchester, as liquidator, 
together with a committee of inspection. 


CLASSIFIED ADVERTISEMENTS 


(Continued from page iii of cover) 
APPOINTMENTS WANTED FREE LANCE SERVICES 


SHORTHAND.-TYPISTS. Private Secre- ar ty is BeeGn for reproduction. 


taries, Clerks, etc. If you are in urgent Rose, 33 en 
—_ — on wy Bureau, AY S.W 13. RIV 2379. 
tcom| reet, W.C.2 | STUDIO FRANCOIS, — Hand-writien 
Aiiliehall $924). We Specialise in posters, showcards, Mail orders des- 
tent ne! patched same day. S.A.E_ for list.— 
ARTIST IMPROVER, 21, requires pro- 98 Haziemere Road, Slough, Bucks. 


gressive post. Some studio caperience. IF It’s GOT TO BE FUNNY Robern 
Box 94 Ad. Weekly 180 Fleet St EC4 (starving artist) Brett—address below. 
ADVERTISING REPRESENTATIVE | ILLUSTRATIONS and cartoons for 
MANAGER, with proven  sciling House magazines, ctc. Robert Brett, 
ability, requires new post immediately 22 Gayton Road, Hampstead or TEM 
youn —_ energctic Experieme in- $749 
cudes advertising agency training, and 
two years a8 manager of weekly maga- GENERAL AB e+ —s = a 
zine e 
Box 99 Ad. Weekly 180 Ficet st Eca | Restions.  ndstations avout | work. 
interesting considered. 
3 HAVE Box 847 Ad. Weekly 180 Fieet St EC4 
- meld _Soskions of Studio 
anager. roduction Manager, 
worked free-lance as Artist, BUSINESS OPPORTUNITIES 


Designer, Consultant 
AN 


ic CAMERA TALKS = (photographers): 
- . handle efficiently all stages Specialists in Educational Filmstrip 
of an advertising campaign from Production All enquiries to Camera 

producing visuals to appearance tk 2 Denmark Place, W.C.2 

I = TEM 1828 

s P . ADVERTISERS with office and staff in 
_- & ee oy with an Yorkshire W.R. City can accept com- 
pee r* namic! Prodaction missions, agencies. representations. Ex- 
1 “a ave, OMY ELA00 9.2. pers im Theatrical, Press and Mail 


Order Publicity 
34 years old, living in Lon- 
don. available immediately Box 76 Ad. Weekly 180 Fiecet St BC4 


DRAWINGS tor Advertisers and Pub- 


lishers, W. Partridge, 23 Bloomsbury 
Advertiser's Weekly, 180 Fleet St., E.C.4 Sq.. W.C.1. MUS 7181 
LAYOUT ARTIST with Agency Studio 
experience. Lettering, general artwork ADVERTISING EXPERT 
airbrush 
Box ¥2 Ad. Weckly 180 Fleet St BC4 with substantial turnover would like 
to meet Recognised Agency with view 
Advertiser is — a change and to amalgamation Replies will be 
emites 8 position as treated with all confidence. 
‘ SPECIAL SALES REPRESENTATIVE ” eo , 
with a company of repute Hs Box 
annual earnings during the past few Advertiser’s Weekly, 180 Fleet St., E.C.4 
years have been very considerable, a 
siatement hs emp oyers are prepared 


to confirm 
at | SALES AND WANTS 


PORTABLE EXHIBITION STAND, ex 


ARTIST/VISUALISER §=requires respor- National Packaging Exhibition, for sale. 
rsib'e posiiion with Publicity Depart- Liquidator, Dollar ro B@ard, 11 
mem or Publishers. able to sce work tronmonger Lane. E.C 
througr from rough to final print WANTED. Alr-compressor — use with 
Sound expeiecce layout, typography, artists air-brush AC 1/40 volts. 
hand! ng production, etc Weekly 180 770 St EC4 
Box 89 Ad. Weekiy 180 Fleet St BC4 


WHITE ENVELOPES: quarto and — 

cap. duplicator paper cx stock Auto- 
“FESTIVAL OF WORK onceded this type, 149 Albert Road, Middlesbrough 
winter’ (Ev. Standard) Suits me 


Copyerkertypoerapher, full apencs ACCOMMODATION 
printing exper.ence Prefer plan in- 


dustry concern’s sales literature (edit FLEET STREET off Exceilent suite of 

or format) or creative niche, agency Offices on ground and 2nd floors, total 

team 2 years advertising absence xr soprouimatety 1,800 sq. ft. Lease 

““come-back™ sought; if only “‘assis- Rent £1,635. Premium toy 
tant to assistant " that’s O.K BRE Tr Ss he 353 Norwood Roa 

Prospects matter more than initial _5.E.27. TUL 6601/3 
salary. FU prove Pll improve both! WANT J ‘/- room in or near Fleet 
Box 22 Stree 

Advertiser's Weekly, 180 Fleet St., E.C.4 Box “a Ad. Weekly 180 Fleet St BC4 

we mrt ag Ae in office suite, well 

ccorated, light, heating, telephone and 

he ae ITY MANAGER, free Novem- cleaning. Central for City and West End. 

2 years with famous stage per- Box 112 


Ww 0 
sonality. Wide experience in organising As eekly 180 Fleet St EC4 


Pubicty Campaigns, advertising ang 
yvublic relations. Offers 
Box 74 Ad. Weckly 180 Fleet Si BC4 PRINTERS 


. OLD ESTABLISHED Ictterpress printers 
STUDIO MANAGER (Photography) invite inquiries from publishers and 
at present managing large London advertising aRencies for printing monthly 
studio handling commercial, fashion, and quarterly penedionts and brochures. 
and advertising photography of the Paper availa 

highest standard will be pleased to Box 80 Ad Weekly 180 Fleet St BC4 
hear of first class vacancy for Man- 


ager or senior executive. Considerable PRINTERS with modern Intertype have 
organising and administrative ability capacity {0 produce small regular 
oupled with highest professional journals. Inquiries invited for general 
qualifications. printing First class service. Central 
2 Printing Press, 47 Alexandra Street, 
Wi 180 St., E.C4 Southend-on-Sea 
Advertiser's Weekly, Fleet 


PRINTERS REQUIRED for monthly jour- 
sal, 32 pase inset, 1,500 circulation. 


Box 83 Weekly 180 Fleet St EC4 
REE LANCE SERVICES SPECIAL ANNOUNCEMEN 


WE’VE GOT AN IDEA See October 4 issue of Advertiser's 
Wes ost ge 2 Sak Evga Weekly, pages 52 and 53 for the 
writer and visualiser (London) can Advertising Services & Sup- 
commer “or topkaigal, Epaciasems plies Section. November | 

oe tom will be the next issue containing 
Advertiser's Weekly, 180 Fleet St., E.C.4 these services. 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


172 


TO 
LAYOUT MEN 
AND ARTISTS 


ae WANTED, 3s. per line, 
4s, per line, 45s. 

charge, one line plus 9d. covering 

advertisements under seven 

Weekly,” 180 Fleet Street, 


. ete. Series 
insertions MUST BE PREPAID. 
Loadoa 


CLASSIFIED ADVERTISEMENT 


RATES: APPOINTMENTS VACANT, 3s. 64. per lime, 358. per 


w t= 


35s, per display panel All other 
per display panel 


inch. Minimum, 3 lines, Box No, 


rates on application: all 
Address: “Advertiser's 


» ECA. CHAncery 8844, 


APPOINTMENTS VACANT 


EXPERIENCED PRIVATE SECRE- | 

TARY and Personal Assistant (male 
eferred), required for 
irector of printing house in Home 
layout man and a first- Counties. Interesting and progressive 
‘ Post to the right person able to absorb 
class lettering general the “detail por the many business eciivi 
P : t ofa sy employer. 300d 8&8 Is 
artist are required by required shorthand | and typewriting. 
F tite full details experience, quali- 
Littlewoods Mail Order fications, age and “salary” required. Box 
i 1. Advertising and larketing 

Stores of Liverpool. tw, % 

Both men will join a 


123 Pall Mali, London, S.W 
well-equipped group pro- 


A first-class creative 


A YOUNG LADY required as editorial 
assistant on old established London 
weekly technical news-magazine. Cap- 
tion writing. copy preparation, proof 

pa 


ducing a wide variety of reading, make-up of . Passing 

; bi final page proofs and gencral liaison 

commercial advertising with printer. Five day week. Write, 

Stating age, experience and salary ex- 

matter. pected to Box V.772 Mak rox 362 
Gray's Inn Road, Lo \iaocde 


Attractive salary and 
prospects with excellent 
working conditions, 5-day 
week, life assurance and 
pension scheme. 


PRODUCTION 
CLERK 


required by well known 
West End Advertising 
Agency. A _ progressive 
post for a keen young 
man with a knowledge of 
blockmaking and type- 
setting and a flair for 
figures. His duties will be 
concerned with checking 
and collating mechanical 


Applicants must state 
age, education and train- 
ing and give full details of 
past and present positions 
to Personnel Manager, 
Littlewoods Mail Order 
Stores Limited, Crosby, 
Liverpool! 23. 

All replies will be 
treated in confidence. 


costs and the preparation 


INTERNATIONAL WOOL 
SECRETARIAT 


An enterprising and experi- 
enced journalist is required 
for the News and Informa- 
tion Department. An appli- 
cant should have a clear and 
interesting style as a writer, 
and news-gathering, and 
editorial experience. A 
knowledge of the wool in- 
dustry will be an advan- 
tage. The commencing 
salary will be at least £1,000, 
plus superannuation. The 
successful applicant will be 
required to commence duties 
without delay. Write in 
confidence, marking en- 
velope “Press,” to the 
Secretary, 


INTERNATIONAL WOOL SECRETARIAT 
, 18-20 Regent Street, London, $.W.! 


REPRESENTATIVE wanted by old estab- 
lished Exhibition Contractors in S.E 
London Experience of pueice 
work preferred but not essential 
have good sales record and be capable 
of maintaining full contact with clients. 
Sound prospects in expanding business 
awaiting energectic man. Write full 
Particu‘ars to Exhibition Manager, John 
Edgingion & Co., a.. Old Road, Lee 
High Road, S.E.1 

ADVERTISING AGENCY requires girl 
for checking department Knowledge 
of typing essential. 5 day weck. Write, 
Stating age and salary required to 
Magoa-Peacock Lut, 184 Swand, 
Ww.C.2 

SALESMAN: Outdoor Advertising selling 
«experience earnings around £2,500 by 
results, willing to travel, well known 
company. Details: age. 

Box 88 Ad. Weekly 180 Fleet St EC4 


of clients invoices. Full 
details of age, experience, 
salary piste to 


Advertin’s Weep Ten Peet 2, 8.4 


FIRST CLASS VISUALISER | Finished 


Artist required immediately for Mayfair 
Agency. 
Box 87 Ad. Weekly 180 Fleet St EC4 


SECRETARY /SHORTHAND TYPIST re- 


quired by Senior Executive in London 
Agency. Reasonable speeds, plus ex- 
Perience of Advertising essential. 
Attractive personality and ability to co- 
Operate on agency problems an asset. 
Five day week 4 a age, ex- 

jence and salary 

mx 84 Ad. Weekly. i30. Fleet St EC4 


REPRESENTATIVE 

ind presence wanted by a 
business monthly with good circulation 
and substantial backing. Excellent 
scope for young = <S of initiative "74 
Sy ay Give and goctionce 
Box 86 Ad. Weekly 180 Fleet St ECs 


COUNTY BOROUGH OF BLACKPOOL 


Applications are invited for the 


Appointment of 
DESIGN ASSISTANT 


(ARTISTIC) 


hl. ‘ 


of a Design 


the 22nd October, 195! 


Assistant (APT Vi. £645 by £20-£25 to £710) in “the Electrical Services 
Department to assist in the designing, planning and preparation of schemes 
for the Autumn Illuminations. The post is subject to special conditions as 
to office hours, particulars of which may be had on application. 

The Candidate should have had experience in the designing 
struction of large scale displays, and in electric lighting po di and be 
capable of executing designs from rough visu: 

Applications, giving particulars of age, present position, 
and experience, including the names and addresses of two referees, together 
with a small selection of specimens of the applicant's original work, to be 
forwarded to the Illuminations and Public Street Lighting Officer, Electrical 
Services Department, Rigby Road East, 


and con- 


qualifications 


|, to reach him on or before 


TREVOR T. JONES, 
Town Clerk. 


’Phone your Classifieds 


COPYWRITER 
required 
for Publicity Department of 
large motor vehicle factory in 
Luton. Ability to write technical 
copy an advantage. Some a 
ledge of layout, ea 
printing esirable tarting 
salary according to experience 
and ability, with scope for 
advancement. tore 
Stating age, and full u 
of experience, ae comm 
specimens, to 
Box 8! 
Advertiser's Weekly, 180 Fleet St., E.C.4 


YOUNG MAN or woman soavinns as an 
work 


Assistant Publicity Manager. 

concerns gas and coke weaies plants 
and the applicant must have some 
ability to write and be accurate in de- 
tail work. Apply in writing, giving 


quired to The Person Mlicer, The 
Woodall-Duckham Company, ar 
Brompton Road. London, S.W.3. 


IF THE POST of Press Officer to KOO 


appeals to you and you have the ver- 
satility to fit into a busy publicity 
organisation we would like to hear from 
you. Living in the Southend district is 
Give full details of experi- 


, Cole Ltd., Southe: 
Essex 


Ocroper 18, 1951 


APPOINTMENTS VACANT 


HOUSE MAGAZINE 


Editor for new house magazine 
required by electrical engineer- 
ing company in S.E. London. 
Journalistic experience essen- 
tial; technical knowledge of 
electrical industry and ability to 
write technical advertisement 
copy desirable. Details of experi- 
ence, age and salary required to 


Box 76 
Adverticer’s Weekly, 180 Fleet St., E.C.4 


JUNIOR TVET ee for Eetotiont 


Fubichere Agents’ Office. T. 
TEM 5735 for a 


5 ee ROBERTS & ©O., LTD., 


ond E.15, require a male assistant 
(25-30), in their Publicity Department to 
be responsible for design and standardi- 
sation of ges. 


packaging developmen Necessary 
1 details to to Publicity Manager. 


WANTED : 

A very bright young man. 
OFFERED : 

A very bright prospect. 


The CONDE NAST PUBLICATIONS 
need a youngish man (25-30) to take 
charge of circulation promotion. 

It will be an advantage if he knows 
the organisation of the news trade. 
But it is not essential. We can soon 
teach him that, if he is the right kind of 
person. 


His principal work will be through 
the written ers, cir- 
culars, posters, etc. He must know 
how to write crisp, telling sales copy. 
Obviously, therefore, he must be a 
salesman as well as a writer. He 
should know how to make rough 
layouts for our art department to 
work up. It would help if he knew 
something about printing and en- 
graving processes, so as not to be 
entirely dependent on our produc- 
tion department for placing the jobs 
he does. 


He may come from che sales pro- 
motion department of a big publish- 
ing house. He may come from an 
advertising agency. He may come 
from heaven...Circulation repre- 
sentatives, assistant circulation mana- 
gers and publishers should not apply 
unless they are born writers. 


if you are the right kind of man for 
the job, you will know what par- 
ticulars to send with your application. 
But you must send, too, as a sample 
of the way your mind and pen work, 
suggested copy and rough layout for 
an B-inch double column advertise- 
ment in the nationals for any maga- 
zine you like and know about. Send 
your application to the 


Personnel Manager, 
37 Golden Square, W.|. 


AGRICULTURAL MARKET? Thriving 


Irish agricultural periodical secks alert 
imterested London representative pre- 
pared to increase existing British adver- 
using revenue 
Interview in London. © 

plies, with full information as to sales 
record and other qualifications to 

Box 73 Ad. Weckly 180 Fleet St EC4 


to CHA 8844 (Ex 23) 


JUNIOR LADY ARTIST, about 18, re- 
ques for ge | “ars in Advertis- 
arge 


Write, giv- 


experience to 
Box 82 Ad. Weekly 180 Fleet St EC4 
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Octoper 18, 1951 


APPOINTMENTS VACANT 


fully-trained, and prefer- 
ably with some experience 
of motor trade Press, 
required to assist in pro- 
duction of export and 
house organs, prepara- 
tion of news matter, 
general publicity and 
public relations work. 
Age between 20 and 30 
years. Excellent oppor- 
tunity for live, energetic 
individual, willing to work 
hard and produce results. 
Pension scheme. 

Write, giving full details 
and present salary, to, 


Personnel Manager, 
FERODO LIMITED, 
Chapel-en-le-Frith, 

via Stockport, Cheshire. 


GENERAL 


ARTIST required, must be 
expericnced in line and lettering. Under 
30 — experience and salary re- 


Bor 83% 
x 8S Ad. Weekly 180 Fleet St EC4 


EXPERIENCED 
SECRETARY 


Shorthand -typist required by 
Advertising Manager of modern 
industrial organisation in 
Birmingham. Replies, giving full 
details, experience and salary 
required to 


Box 104 
Advertiser's Weekly, 180 Fleet St., £.C.4 


PROGRESSIVE STUDIO in Fiect oe 


area require Retouching Line 
Lettering Artists, Male or om ag 

Day and prospects. 5-day wee! 

Box 41 Ad. Weekly 180 Fleet’ St es 


ie i ae ea 


LETTERING & 
LAYOUT 


Artist required, capable of pro- 
ducing stylish lettering and good 
finished layouts. Knowledge of 
typography. Good working 
conditions, permanency. 


Write or phone for appointment. 
BATESON & STOTT 


45 St. Paul’s Churchyard, E.C.4. 
CENtral 2664 


OUTDOOR 
ADVERTISING SITE 
FINDERS 


More O’Ferrall Ltd., re- 
quires Site Finders for the 
following areas: 

(1) London. 

(2) South of England. 
An excellent opportunity 
for men of good appearance 
and initiative. Experience 
and knowledge of area pre- 
ferred. he salary, com- 


i p paid. 
A covenant job with good 
chances of promotion. 


Apply 
MORE O’FERRALL LTD. 


16 Old Bond St., London, W.! 
REGent 0508 


ili 


WANTED. Experienced ler for 
new Jewish monthly magazine 
Generous gormmission Call—334 Essex 
Road, N.1. after 11 a.m. 


There is Unusual Scope at 


EMMETT’S 


for a Young Man fully trained to 
merit responsibility for creating 
advertising for several interesting 
accounts. He must be able to con- 
vince us that we can look to him for 
an adequate flow of ideas, copy and 
layouts (‘‘scribbles"’ intelligible to 
Studio will do); that he has a work- 
ing knowledge of typography, 
printing and blockmaking pro- 
cesses; that he is always attempting 
to widen such knowledge in and out 
of working hours. This, then, is not 
a post for anyone lacking experi- 
ence; neither is it a “‘top-weight" 
one. Say “‘middle-weight"’—with 
an appropriate salary. Please re- 
read this announcement and if you 
still feel you would like to be con- 
sidered, write about yourself, 
giving details of background and 
salary aim, to: 
The Creative Director, 
THE EMMETT GROUP 

30 Bouverie Street, London, E.C.4. 


N.B.—No telephone or personal 
calls, please. 


TECHNICAL WRITER wanted by long- 


established Industrial Monthly. Con- 
siderable prospects for young man of 
initiative. journalistic ability and know- 

ge of industry. Applications by post 
only, giving age, experience and other 
Qualifications to The Manager, Manage- 
ment House, 8 Hill Street, W.1. 


SENIOR ARTIST required by leading 


Birmingham Advertising Agency. Must 
have several years’ experience in work- 
ing to high standards. Only fiest class 
applicants considered Ability and/or 
desire to do layout any Ct advantage 
Good salary. 40 how 

Box 96 Ad. Weekly 180 Ficet St BC4 


London Studio. Preference given to 


applicamt experienced in technical sub- 
jects. Good salary offered and 5-day 
week. Write * a instance, suains 


Be, Tw 1c! required t 


a nce salary 
Box 819 Ad. Weekly 180 Fleet St ECS 


Se 
RETOUCHING ARTIST required by 


CLASSIFIED ADVERTISEMENTS 


ADVERTISING DEPARTMENT of 
Manchester Weekly Newspapers, Lid., 
Derience 


have vacancy for a man = 


copy. layout and 
clients. i 
position for good salesman. 


Apply 
Manager, Ducie House, Ducie Street, 


Manchester, 1 


CLERICAL ASSISTANT required by 

eading advertising agency. 

in checking charges for process blocks. 
i oundry work is 


age, experienc 
Secretary, areeaiys Liu., 5 
Lane, W.C.2. 


RODUCT IN: Agency trained man re- 
quired by London Agency. First class 


knowledge of Blocks, Type and ‘Order. 
ing of Art Work emential. 


week. Write fully. aes age. 
ence gee! any requir 
Box 97 


. Weekly eo Fieet St EC4 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACA 


THOMAS SKINNER & ©. 
LISHERS) LTD., require an advertise- 
ment clerk (female), with considerable 

rience of make-up for their annual 
reference books eplics two 330 
Gresham House, Old Broad Street, 

E.C.2, giving details of age, experience 

nd salary. 


(UB. 


CREATIVE MAN 


wanted to work on well known 
accounts. Must be brilliant. 
Permanent progressive posi- 
tion. Good salary. 
Write ;— 
WILCOX & CO., 
24 Bride Lane, E.CA, 


r 
salary with prospects and five day 
experi- 


PRINT BUYER 


Must be Agency trained, 
thoroughly experienced in all 
print processes, capable of keen 
buying and supervision and 
prepared to accept all respon- 
sibility for work handled. Please 


write Production Director, 


NAPPER, STINTON, WOOLLEY LTD 
14-419 Great Chapel Street, Londen, W.! 


REPRESENTATIVES REQUIRED by old 

established company to sell space on 
and year books. 
positions for competent 
men. Commission and fares. rite 


advertising curtains 
Permanent 


or phone: Magnet Advertising Co., 


, Lid Stoke Newington Church 


Street. N 16. CLIssold 6991 


STUDIO 
MANAGER 


London Studio requires 
experienced manager. 


Must be good organiser, 
able to meet press dates 
on national accounts and 
also able to do layout 
work. 
Box 9! 
Advertiser's Weekly, 180 Fleet St., E.C.4 


LAYOUT: 


for this position which will carry a 
— salary should state nee, experi- 


and salary required 1 
Box 98 Ad. Weekly 


Established London Agency 
has a vacancy for Layout Artist. Appli- 
cam should be capable of Producing 


180 Peet St BC4 


tablish 


t in the Midi 
mind will be between 25 


products. 
required to: 


One of our clients is looking for a 
SENIOR ADVERTISING ASSISTANT 


This is a progressive opporwunity with a large engincering 


The man our client has in 


and 35. with proved ability in 


copywriting and a sound knowledge of layout. 
some experience in technical advertising, so much the betier; 
but he will be given every opportunity of acquiring the 
technical knowledge required in advertising the Company's 
Letters only, giving age, experience and salary 


If he has 


S. J. Collett 
PICTORIAL PUBLICITY CO. LTD. 
28 Denmark Street, London, W.C.2 


BOY, just icft school, required in Adver- 
tising Agents Office. Commence as 
Good a for bright 


Lid., 24 Tudor Street, E.C.4. 
YOUNG GIRL, left school, wanted 
for General ce work in Adverusing 


Agency. Good prospects. Wri 
cali Knox Fe “Hardy Lid., 24 Tudor 
__ Street, E.C. 


ASSISTANT —— J for advertisement 
departmem of well-known technical 
trade journals (London). Able to deal 
with copy, blocRKs, records and work on 
own initiative Typewriting essential. 
Shorthand an advantage. Write, stat- 
ing age, salary required and details of 
experience to Box F.782, Willings, 362 
Grays Inn Road, London, W.C.1. 


An Uncommonly Interesting 
CREATIVE JOB 


Large and old established 
Group of Companies in the 
Engineering, Metallurgy and 


Allied Industries requires 
Senior Assistant, Man, noi 
over 35, in its Publicity 


Department which has offices 
in London N.W.10. Applicants 
should have experience of 
Journalism, Layout, Typo- 
graphy and Print production, 
and more than the average 
layman's knowledge of Engin- 
eering. Work would include 
assisting in editing and pro- 
duction of successful quarterly 
House Organ. Degree in 
English or Higher Certificate 
desirable. Appointment might 
suit man with experience in 
Agency handling Technical 
Accounts, Pensions Scheme. 
Five-day week, normally. State 
age, full details of education, 
experience, salary required and 
when available. 
Box 10! 
Advertiser's Weekly, 160 Fleet St., E.C.4 


APPOINTMENTS WANTED 


REPRESENTATIVE with sound contacts 
in Advertising requires position with 
London Printers. 

Box 100 Ad. Weekly 180 Fleet St BC4 

LETTERING AND GENERAL ARTIST 
requires part-time permanency, 3 or 4 
days per wee 
Box 114 Ad Weekly 180 Pieet St BC4 

YOUNG WOMAN, graduate. seeks post 
as publicity assisiamt in industry. Ex- 
perience general publicity work in 
Plastks Company Cactsding aoe 
Mail), shorthand /typing, fluen 


knowledge French, Spanish ‘Available, 

London only. «mmediately 

Box 75 Ad. Weckly 180 Ficet St_BC4 
COMMERCIAL ART STUDENT just 

finished full a. ~eange seeks position 

in studio or age 

Box 77 Ad Weekly, 180 Fieet St BC4 


(Continued on page 171) 


’Phone your Classifieds to CHA 8844 (Ex 23) 
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Advertiser's 
Weekly 


55/- (overseas) 


STOP PRESS 


EDITORS’ QUIZ 
SHOWS TORIES 


SP HA 
LN Hil | WILL WIN 
HY Election ts contained 
yD | |B! 
We are now mass-producing aie 


perpetual motion... 


"THIS is no idle claim. When we saw our first “Mobile” we just 
stopped and stared. 

“It goes round and round” we gaped “and it’s got no motor”. 
“It never stops,” we said, “it’s perpetual motion”. 

Free and constant movement, here was the answer to an advertiser's 
prayer. The great problem—how to adapt this revolutionary art- 
form so that it could be harnessed to point-of-sales advertising 
economically. 


NOW, after months of experiment, we have devised the perfect 
answer—Mobile Showcards—{production patents pending). 


"THESE, in every essential—size, printing, packaging, handling, 
erection and manner of display—are similar to static showcards, but 
with the magnetic fascination of continuous movement embodied 


ee Hi} CAMPAIGN NEWS 

AND, because Miles Griffin are a complete production unit, Wt For Burgoyne’s Empire wines in 
with designers, printers and automatic assembly all in one to save national provincials, maga- 
time, labour and materials, mobile showcards are now being mass oe eae tak En my 
produced at a cost per unit as low as that for ordinary showcards. | HH Agents, D. J. Keymer & Co., Ltd. 


YOu will understand just how effective a “mobile-showcard” 
can be—for any product—when you see one. Call us or write, and a 
representative will be pleased to come and show you. 


AN 


» 
sa Gaipsin 
MOBILES 


THE MILES GRIFFIN (COMPANY 
WALHAM HOUSE - WALHAM GROVE - LONDON - S.wW.6 
TELEPHONE: FULHAM 9725/6 


Published the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 160, Fleet Street, London, E.C.4. 
pA 18, 1951. Princed in England by Staples Printers Limited at their Great Titc’ weld Street, London, 
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} HH l = 
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2 WHI Zz 
HH 7 
| Mil a 
WT — sss — oi 
WHI HH Liberal gain (with Conservative a 
HH ee | |||] support) and one Independent ain 7 
| WT (with Conservative support). “i 
: HH WA When Bournemouth Times Ltd. 4 
bs Hi] WH conducted similar quiz before 1950 By 
WH ii] Hy election it was only three out on a 
HN HI WH the Conservative figures and fore- ee 
WH aT cast that Labour gl 279 ag 
HK HI seats (actual figure 315). erence : 
Ha WHI was accounted for by 42 new con- 
WH) | | i stituencies, where result was in q, 
WHT ||| | doubt. | Method is based on fact ve 
: WW Hi | that editors of local newspapers aan 
| HH Hh have accurate knowledge of Sa 
| HATHTIII ||||||| | toms amd trends in thelr circalation ca 
WH Wi | areas. pay! 
—r:—<CSwmea 
ty Wt broken fresh ground in provinces y 
: HHH Wi and attracted widely favourable ‘a 
‘ WT WAH comment by lively “Election ‘as 
WH] WH Forum” series, in which 15 candi- ee 
HHI Hitt dates debate major election issues. Ret 
HHH —EE— = 
HV 7 
. HHH Ne 
Wi ‘i 
HH 
\ Hy NI an 
WW on 
HHI Ges 
; Hi Sells Ltd. are booking space for ee 
HK WHHiHI Lobelline in the provincial Press. aan 
HHH WWIII sicnimenionnsascat aa « 
Hi ge... 
ih} iH HT and “Girl” will speak at London an 
HHI HIII\|) | Pebticlty Clb en Monday instead 7 
HI} Hil a ae: 
HUH WHI Suzanne Warner, American direc- Be 
HN ||| | tor of Mullally & Warner Ltd., a 
iW Wi Press representatives, has left Lon- 
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